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PREFACE
My first attempt at gender interpretation in archaeology was an undisputed failure. I stared at the 
miscellaneous artifacts before me in perplexity and struggled with my mentor’s words of wisdom.
As he charged me with writing sections of a site report, he advised me whenever possible to 
speculate on the sex of a site’s occupants. ‘The people at the State Historic Preservation Office always tell 
me that they like reading these details about women and men amidst all the statistics and artifact lists in the 
reports. It adds a human element. And isn’t that what archaeology is all about?”
He went on to recount an episode in which he and another protdge had been able to infer the 
presence of both a man and a woman at a cabin site based on a single artifact -  a metal hinge. Although no 
documentary evidence confirmed or refuted the supposition, they had associated the hinge with a dressing 
screen and logically went on to suggest that people would have been less likely to screen themselves from 
members of the same sex. Thus they had posited that at least one male and one female had lived at the site 
(Wells 1992).
I was all for including human elements in my report - to do as he suggested and to look beyond the 
solid chunks of broken glass and dishes to see the people that owned them. To my frustration, however, 
these people remained in an ephemeral, hazy blur, without any identifying features, to me. I found myself 
incapable of distinguishing between the men and the women, the young and the old, through the great void 
of time that separated me from them.
I stared at the assorted shampoo jars, cut glass dishes, and other household items with decided 
unease. How could anyone not possessing psychic powers formulate a gendered interpretation of a historic 
dump that was associated with no known structures or individuals? This was clearly and unambiguously 
my task - a task with which I felt exceedingly uncomfortable. I felt incapable of making conclusions about 
the sex of an object’s owner without more information. I decided that I might possibly be able to form such 
conclusions about an array of articles from my own time, but realized that even this could prove tricky.
I vividly recall an impassioned late-night debate over whether or not action figures could be 
correctly categorized as dolls. The fellows in the room took a firm party stand stipulating that action 
figures differed from dolls in important (but undefined) ways. At the end of the night, many of my female 
compatriots remained unconvinced of the male point-of-view. They insisted, in turn, that action figures
could be considered dolls on a technicality, if nothing else. This deeply offended the male members of the 
group who apparently read “doll” as “female play toy” but had owned action figures themselves in the not- 
so-distant past. They huffily insisted that they had never owned a “doll.”
Clearly, categorizations of objects as “male-owned” or “female-owned” are only valid when the 
population in question accepts the categories. The men of my circle could not accept a “doll” as a “male- 
owned” object. Just as clearly, labeling items as “masculine” and “feminine” can be difficult even for 
contemporaries of the objects. The men and women in that room never did agree on the matter, although it 
was discussed for a painful length of time.
It is complicated enough to establish what “masculine” and ‘Yeminine” goods consist of in the 
present day. I didn’t believe that I stood a chance of making accurate gender determinations for unfamiliar 
products from the past without a panel of ghosts to consult. In the end, the individuals who had once 
owned and disposed of the goods before me remained in the background of the text, their features unclear 
and unrecognizable via the words in my report.
The memory of these frustrations remained fresh as I entered graduate school. Several courses 
and archaeology texts later, I realized that my previous discomfort at assigning gender designations to 
artifacts was shared by others. Fellow students and even some professors ridiculed attempts at 
understanding gender differences in the past. Several individuals expressed to me their belief that it was an 
impossible goal and a waste of time to try. They did not believe that an archaeology of gender had been 
done effectively in the past and were skeptical that it could be done any better in the future.
I found myself balanced precariously between the drastically different points of view of my 
mentor and my school colleagues. While not so optimistic as my mentor regarding my ability to interpret 
gender from artifacts with any certainty, I also was not ready to throw in the towel like some of my fellow 
students. I believed, however, that much more information would prove necessary before objects could 
comfortably be associated with either men or women -  and that even then conclusions might prove 
tentative at best. After all, in every age there are those who do the unexpected or fail to conform to societal 
standards of what is “proper.”
But might it be possible to determine what objects society had considered “proper” or 
“appropriate” for men and for women to own in the past? I believed so. I read with interest Mary 
Whelan’s (1991) report, which created gender associations for artifacts based on their burial with male and 
female skeletal remains. The paper raised numerous questions for me, however, regarding how one could 
recognize the gender associations of common, everyday, non-funerary items.
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Other scholars, such as Robert Jameson (1987), Diana Wall (1994), and Anne Yentsch (1991) have 
attempted to tie commonly-found artifacts to gender behavior. Jameson wrote with regard to dining 
implements, Wall studied ceramic tableware, and Yentsch focused upon dairy containers. These studies 
instilled some hope that such connections could be found, but also some frustration at the limited scope of 
the research. I hoped that it would be possible to discover the gender associations of many more varieties 
of objects on a much grander scale.
I decided to address my thesis to this gender gap in the archaeological record. I wanted to base my 
investigation on a grounded, systematic method. Yet I still remembered my earlier conviction that one 
would have to consult with ghosts in order to understand how men and women related to the objects of 
their day.
In this way, I conceived of a systematic survey of advertisements as a means by which 
archaeologists could understand how people in the past used material goods in order to define themselves 
as “masculine” and ‘Yeminine.” I hoped that this ad survey would allow me to delineate what meanings a 
broad range of objects possessed for people in the past without giving undue influence to the socially- 
ingrained messages about masculinity and femininity upon which I myself had been raised. I would 
attempt to span a major gap in my own contextual knowledge regarding the “gender identity” of specific 
objects and create a basis for the interpretation of artifacts. Such interpretations would thus be based on 
ethnographic data -  the description and depiction of artifacts by their long-dead contemporaries - rather 
than upon my own perceptions of the items in question.
The stage was therefore set to determine the central question: would there prove to be a separate 
and distinct material culture defining men and women? If so, could lists of such objects belonging 
specifically to men and specifically to women be created and documented -  based on the text written by 
advertisers of the day? What messages were men and women conveying about themselves, according to 
the ads, by utilizing the objects in question?
The results of this advertising survey form the body of this paper. Individual sections discuss how 
the ad survey was conducted, the results of the survey, and how the survey can assist archaeologists in 
creating a gendered understanding of actual people from the past.
This last is the real goal: to peer into the foggy reaches of time and begin to see our predecessors 
as they lived and breathed and as they saw themselves, to recognize their features and begin to know them 
a little. In the words of my mentor “Isn’t that what archaeology is all about?”
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ABSTRACT
The purpose of this paper is twofold. It attempts to create a context through which to recognize 
many “male-oriented” and “female-oriented” material goods from America, dating between 1890 and 1910, 
and to explore the significance that social expectations of gender held for men and women in the past.
This study addresses these goals by comparing the results of an ad survey with several 
archaeological studies. By surveying an assortment of ads from two national magazines of the period, a 
context was created through which to understand whether objects were associated with males, females, or 
both by advertisers of their day. These lists of objects were compared to artifacts found on male-only and 
female-only sites. Based on whether or not the assemblages of artifacts contained items “appropriate” or 
“inappropriate” to the site inhabitants, according to the ads, a determination was made regarding the degree 
to which specific groups of men and women accepted the gender messages associated with the merchandise 
in the ads.
This contextual information proved useful in several ways. 1) It enabled the creation of a 
typology of objects based upon their associations with men and/or with women. 2) It connected specific 
products with messages about expected male and female behavior. 3) It allowed an examination of 
archaeologists’ current abilities to accurately recognize whether objects were associated with either men or 
women in the past. 4) It provided data for an interpretation of sites according to gender. 5) It made 
possible an analysis of whether people living long ago conformed to or defied social norms regarding 
gender, based upon the items they possessed, discarded, and lost.
x
FROM ADS TO ARTIFACTS:
THE SELLING POWER OF GENDER IDEOLOGY IN AMERICA, 1890-1910
INTRODUCTION
A few years ago, a feminist cultural anthropologist asserted that “the study of gender is the field 
within anthropology where, objectively speaking, the widest set of advances have occurred in the last three 
decades” (del Valle 1993: 1). Archaeologists cannot presently make this claim.
Other closely-related fields, like history and cultural anthropology, have incorporated gender 
studies into their disciplines for the past 30-35 years. Yet, as Elizabeth Scott (1994: 5) has noted, “although 
we are entering the larger field of gender studies at a time of some maturity, historical archaeological 
research concerning gender is not nearly so advanced.” Archaeologists only began discussing gender issues 
publicly in 1984, when Margaret Conkey and Janet Spector disseminated their article “Archaeology and the 
Study of Gender” through the highly respected journal Advances in Archaeological Method and Theory 
(Seifert 1991; del Valle, 1993; Scott 1994; Nelson 1997).
Since that time, several works have been issued on the subject, and a number of conferences have 
focused on topics related to gender in archaeology (Scott 1994). Gender studies in archaeology at first 
sought simply to identify women in the archaeological record where they had previously been overlooked 
(Ehrenberg 1989; Brashler 1991; Zihlman 1998). They also critically examined the role of women in the 
archaeological discipline itself (Victor and Beaudry 1992; Claassen 1992; Nelson 1997). A number of 
theoretical contributions, furthermore, critiqued archaeological approaches to gender and provided 
suggestions for future research (Spector 1998; Bolen 1992; Claassen 1992; Hayden 1992; Kehoe 1992; 
Little 1994b; Wylie 1998; Knapp 1998).
Other gender studies have covered a diverse range of topics, but common themes exist. Some 
studies have used archaeology to investigate concepts of community and kinship (Purser 1991; Dommasnes 
1998). Others have focused on status and power relationships (Whelan 1991; Stine 1992; Sweeley 1999; 
Cohen and Bennett 1998; Nelson 1998; Wilkie 1998). Some have explored multicultural gender roles 
(McEwan 1991). Some have investigated the separation of labor and subsistence activities (Scott 1991; 
Gibb and King 1991; Yentsch 1991; Hollimon 1992; O’Brien 1995; Wall 1994). Still others have 
researched differences in religious experiences (Gilchrist 1994; Kryder-Reid 1994). Yet others have 
discussed the impact of gender roles and class on consumer behavior (Seifert 1991; Wurst and McGuire 
1998). Additional studies have investigated material culture uses for establishing dominant ideologies or
2
3resisting them (McGuire and Paynter 1991). Gender studies have been based on such diverse sources of 
information as human skeletal remains, documentary research, artifacts, spatial patterning, and 
ethnographic information (Nelson 1997).
In spite of this progress, gender is still not a mainstream topic in archaeological discourse: “more 
women in the field, and more attention to gender by some archaeologists, has not made gender a central 
issue in the discipline; it is still marginalized” (Nelson 1997: 53-4). Many gender studies never make it 
into print Cheryl Claassen (1992: 5) has argued that “the lack of published papers dealing with gender and 
archaeology suggests that we are talking to ourselves.” Archaeology has only recently begun contributing 
information about gender in print for academic discussion. This fact has made it possible for scholars, such 
as Scott (1994: 5), to note that “for the majority of practitioners in the discipline, gender is still not 
considered a significant topic of research, or even a significant aspect of peoples’ lives in the past societies 
being studied.”
Possibly Scott was correct in thinking that some archaeologists disregard gender as a significant 
force structuring social forms and cultural changes. But many scholars simply need to be shown that the 
archaeological record can address relevant gender questions in a rigorous fashion. Sarah Nelson (1997: 22) 
has written that “Some of the new work is innovative, hard-hitting scholarship, while some of it is frankly 
less compelling.” Mary Whelan (1991: 17) agreed that “archaeology seems to be pulled in several 
directions, making only hesitant progress via processual and post-processual routes toward understanding 
past gender systems.”
Archaeologists often lack a ready means by which to connect concrete objects with fuzzy abstract 
notions like “masculinity” and “femininity.” As Claassen (1992: 5) has pointed out, “the lack of papers that 
directly confront excavated data suggests . . .  an uncertainty about how to proceed, how to do an 
engendered archaeology.” Because of this uncertainty, archaeologists have often experienced difficulty in 
transferring a pattern of artifacts into a greater understanding of male and female roles in the past Brian 
Hayden (1992: 33,42), for example, has complained that many gender studies focus on particularistic 
concerns that are difficult to test. Claassen (1992: 6) has also expressed discontent over the fact that Janet 
Spector’s “task differentiation approach,” first conceived in 1977 and later revised, “remains the only 
methodological offering to date for addressing gender,” adding that “methodological issues are glaringly 
underexposed.”
It is the contention of this study that a comprehensive analysis of advertisements can help to 
bridge the gap between solid assemblages and soft assumptions about gender experiences in the past. For 
this study, advertisements were used to connect objects with ideas about gender that were in common
4currency in the past. Ads published in two national magazines between 1890 and 1910 were surveyed with 
special attention given to the gendered messages directed at white, middle class readers. The ads formed a 
framework of words and images that could be used to define “masculine,” “feminine,” “gender-inclusive,” 
and “gender-neutral” objects in a manner that held meaning for people of the day. They provided the links 
joining artifacts with specific beliefs of the time regarding what men and women should own, use, and 
display and how men and women should behave in order to be identified as “masculine” or ‘Teminine” by 
the manufacturers and publishers producing advertisements in the press.
Archaeological studies from the same era, 1890-1910, were then analyzed, in light of this typology 
of gender-associated objects. This list enabled an interpretation of gender to occur at sites occupied by a 
single sex. Because objects were identified in the ads with specific ideas about “masculinity” and 
“femininity,” the particular artifacts originating from such sites could be labeled as socially “appropriate” 
or “inappropriate” belongings depending on the sex of the individuals living there. The presence of these 
“appropriate” and “inappropriate” products could then be held to reflect the extent to which men and 
women internalized the messages about “manliness” and “womanliness” that were circulating in the 
magazines. It is argued that male or female ownership of particular items, by members of the white middle 
class, signified an acceptance or rejection of the social mores promoted in the media. This breakdown of 
products according to whether they were associated with men or women in the ads also formed the basis for 
a critique of archaeologists’ abilities to appropriately recognize and interpret gender-associated objects 
found at sites dating to the turn of the twentieth century.
Beyond having a place in the continuum of gender research, this study is most strongly grounded 
in contextual archaeology. Contextual archaeology, as formulated by Ian Hodder (1987), emphasizes 
attempts to understand people’s thoughts and the reasons for their actions in the past. It seeks to understand 
the relationship between individuals and the society in which they lived and how they influenced one 
another. It also centers upon the recognition of artifacts as symbols. This theoretical standpoint proposes 
that studying the culture that created the products under investigation can provide a means of plausibly 
understanding those symbolic artifacts and what they meant to the people who owned them. This is 
accomplished by identifying meaningful patterns of similarities and differences in terms of what objects are 
found and when and where they are located. These patterns allow associations to be made regarding who 
artifacts are associated with, what they are used for, and why they are found in particular locations, 
enabling meanings to be revealed.
Examining advertisements was the means used here to create an emic cultural context through 
which to understand the significance of objects. Whether or not products were related to men or women in
5advertising pictures and commercial text signified whether the objects were viewed as “masculine,” 
“feminine, “gender-neutral” or “gender-inclusive” by marketers of the day. Recognition of the symbolic 
content of artifacts in turn revealed possible explanations about the gender beliefs and behavior of people 
originating from a particular time and place (America at the turn of the twentieth century).
This approach stems rather directly from the contextual frame of thought. It is recognized that 
gender, as a specific cultural construct, cannot be viewed in universal terms. As Hodder (1987: 10) has 
stated, “rather than imposing our own notions of gender relations, it is necessary to see how these were 
constructed in specific cultural contexts in the past” (Hodder 1987: 10). The exploration of how 
advertisements and objects function as a means of conveying those specific social gender expectations is 
clearly contextual in nature. As Hodder (1987: 5) has written, ‘The function of an object is part of its 
symbolic meaning content.” There is also a strong emphasis here on the interaction between individuals 
and the larger society (which is represented in this study by the nationally published messages in print).
Through example, this paper shows how advertisements provide a context through which to create 
associations of “masculinity” and “femininity” for material culture objects from times gone by. It also 
models one means by which ads allow archaeologists to extract meanings from merchandise, in order to 
begin exploring the significance of social expectations of gender for men and women in the past.
Advertising and Ideology 
From the television set, the radio, the newsstand, and the computer, ads continuously bombard 
present-day Americans in one form or another in their homes, in their cars, and even at the office. The 
multitude of messages unites with a single voice to recite a constant common mantra of “buy, buy, buy.”
Ads, nevertheless, often bear a bigger message than “pick me, choose me, buy me!” They perform 
multiple functions in the industrial world. Ads do educate and inform consumers about product 
characteristics with the goal of enticing individuals to select this object over that one. They attempt to 
actively engage, appeal to, and persuade customers to purchase particular commodities (Boorstin 1976: 71- 
2; Wood 1976: 86). Advertising, however, serves as more than a mere promoter of goods and services. It is 
a promoter of values, beliefs, and assorted traditions, as well. In fact, “advertisers act as one of the primary 
censors of our culture” (Damon-Moore 1994: 200).
If this statement is true, if ads do play a large role in restricting and defining what is “acceptable” 
in society, then they are optimal tools in the study of virtually any aspect of culture, including gender. So, 
does advertising perform a regulatory function regarding gender roles? Do ads indeed specify what men 
and women should want to own and how they should think of themselves? In what way are they a 
“primary censor of our culture?”
6Goods possess two basic functions, utilitarian and symbolic. Goods are utilitarian in that many of 
them satisfy the material conditions necessary for maintaining life. Products can also be symbolic in that 
they can communicate cultural values. Ads create a “discourse through and about objects, which bonds 
together images of persons, products, and well-being” (Leiss et al. 1986: 7).
Ads communicate a wide variety of symbolic meanings about goods. Promotional text helps to 
interpret products in a manner beneficial to industry. Products can stand for status and affluence, love, 
sexuality, independence, femininity and masculinity, and numerous other characteristics and values. It is 
therefore “through advertising [that] goods are knitted into the fabric of social life and cultural 
significance” (Leiss et al. 1986: 145). In essence, goods come to embody social meanings. Once a 
particular meaning is adequately tied to a particular product, it is frequently the case that “we come to view 
the abstract quality as an inherent, natural attribute of the product” (McCracken 1993: 79).
How do advertisers determine which values they want to associate with their goods? What is 
acceptable and what is intolerable to a society in terms of goods and the values they symbolize is dependent 
upon the ideological constructs in currency at the time. “Values . . .  tend to provide a rather stable 
historical field of meaning.. . .  Therefore we do not expect advertising to show dramatic changes in values 
because advertisers want to work with the potential states of being that are desirable or at least acceptable 
to a broad spectrum of the population” (Leiss et al. 1986: 222-3). Advertisers seize the dominant ideologies 
of the day for advertising material because they want consumers to identify with the messages they create.
“Ideology” has been variously defined. In a  very general sense, ideology has been described as 
the ideas, beliefs, and values of a specific group or class. One alternative to this interpretation is the 
definition of ideology as a pervasive form of “false consciousness” imposed on society by a dominant 
group in pursuit of its own interests (Little 1994a). According to this view, advertising, to the extent that it 
defines or adopts ideology, is an attempt by businesses to create needs in the consumer that may not 
actually exist, in order to encourage greater consumption. ‘To this end, advertising is a manipulative tool, 
controlling the market by creating false needs in consumers and by extolling a general ethos of 
consumption whereby all needs come to be fulfilled through the purchase of goods in the marketplace” 
(Leiss et al. 1986: 16; see also Ewen 1976). This definition of ideology as ‘Yalse consciousness,” however, 
assumes that all forms of ideology are harmful, or at least not grounded in truth. Ideology has also been 
termed a “site of struggle” for meaning in a dialectical process. During the course of this process, accepted 
values are contested and beliefs are constantly renegotiated to form new meanings. Here, advertisers and 
consumers both play a role in determining the meanings which objects possess (Little 1994a; McCracken 
1993).
7A variety of belief systems, false or otherwise, are indeed promoted in advertisements. For 
example, the 1989 U.S. District Court case, Regin v. the New York Times centered around the contention 
that the majority of tenants pictured in housing advertisements printed in the New York Times were white. 
The prosecution stated that this gave the impression to white people that they had options regarding where 
they could live, whereas people of color were given the impression that there were neighborhoods where 
they could not live. Thus, ideas (white people can live here/minorities cannot do so) were tied to specific 
products (apartments in specific neighborhoods) through advertising. The defense attempted to have the 
case dismissed on the basis of the First Amendment right to Freedom of the F*ress. The judge, however, 
refused dismissal by identifying “human models as a means by which advertisements could indicate 
discriminate preference” (Kem-Foxworth 1994: 123). The highest court in the land, then, has recognized 
that ads are capable of indicating prescriptive messages (for better or for worse): white people should rent 
the apartments in certain neighborhoods; men should buy stereos and fast cars and liquor; women should 
buy cosmetics and clothing in abundance.
“Gender ideology” is that system of meaning that includes the prescriptions and proscriptions for 
the acceptable behavior of people according to their biological sex (Conkey and Spector 1984). The term 
“sex” alludes to “the biological distinctions between males and females” (Henderson 1990: 229). One’s 
physique indicates one’s sex, either male or female, which is obvious at birth (or even earlier), and, barring 
a major operation, one’s sex remains unchanged. “Gender,” on the other hand, stands for ‘‘the cultural 
definitions of what appropriate male or female behavior involves” (Henderson 1990: 229). Gender, then, 
depicts perceptions of what is “masculine” or what is “feminine” within particular cultural settings.
“Gender identity” expresses “an individual’s own feeling of whether she or he is a woman or a man,” a 
feeling which may be quite divorced from biological evidence and social opinion (Conkey and Spector 
1984: 15). The “gender association” of an object, on the other hand, refers here to whether a particular item 
is socially accepted as a “masculine” or “feminine” belonging.
Gender is “not instinctive but socially learned and socially patterned” (Goffman 1978:7).
Although masculine or feminine behaviors appear to come naturally as one matures, such behavior is 
actually instilled from a young age. How one dresses, walks, speaks, and interacts comes “second-nature” 
to most people. But it is just that, second nature. Such skills and understandings are not present until well 
after birth. Gender conventions are instilled in children “in their families of origin, peer relationships, and 
marital relationships, and in their homes, schools, workplaces, neighborhoods, and communities” (Damon- 
Moore 1994: 81; see also Goffman 1978).
8Masculinity and femininity are core structural elements in most societies and are fundamental to 
both one’s personal identity and experience of social interaction. “One of the most deeply seated traits of 
man, it is felt, is gender; femininity and masculinity are in a sense the prototypes of essential expression - 
something that can be conveyed fleetingly in any social situation and yet something that strikes at the most 
basic characterization of the individual” (Goffman 1978: 7).
Because gender is so central in defining identity, it informs most social interactions with others. In 
order for everyday encounters to occur smoothly, therefore, one’s gender identity must be readily 
recognizable in any context. Without a system of indicating gender, any number of faux pas could occur. 
The possibility might arise, for example, of making the unforgivable gaffe of calling a male “ma’am” or of 
asking a proud parent “What is his name?” when the bald-headed little darling is actually a girl.
Gender. . .  is one of the most important forms of codified behavior in all societies, and every culture has accepted 
“routine” forms for communicating gender identity. A culture’s social norms indicate how men and women are supposed 
to look, act, and relate to each other in a wide variety of social situations. (Leiss et al. 1986: 166)
Material goods, among other factors, play a notable role in indicating one’s gender identity to others. In 
current U.S. society, for example, high-heel shoes and pocketbooks tend to be considered “feminine” 
objects, while Old Spice cologne is generally considered “masculine.”
Partly because products often connote the owner’s gender identity, gender ideology is a significant 
component of many advertisements. In the modem marketplace, commercial copy is replete with 
statements, images, and insinuations about the kinds of people that should purchase each product. Objects 
are not only associated with either men or women, they are also associated with men and women who 
display various culturally-valued attributes.
Gender is strongly in evidence in many media images, and ads therefore serve a role in socializing 
the public in accepted gender ideologies (Leiss et al 1986: 171). Text frequently describes preferred 
customers, telling how they should look and how they should behave. Secret Solid Extra Dry Deodorant is, 
according to a familiar phrase, “Strong Enough for a Man, But Made for a Woman.” This copy clearly 
indicates that the deodorant is for female use and that no man would be caught with a baby-blue roll-on 
container of powder-fresh scent in his possession. Another ad juxtaposes the well-known and much- 
idolized face of a model with a picture of an Omega watch, which is then heralded as “Cindy Crawford’s 
Choice” -  or by extension the choice of any female who also wants to have her beauty recognized and 
appreciated (Remnick 2000: 9). In a subtler ad, Chevy trucks are proclaimed “BEAUTIFUL. . .  IN A 
NAILS FOR BREAKFAST, WIPE YOUR NOSE WITH SANDPAPER KIND OF WAY” (Wallace 2000- 
2001: 0-1). Chevy does not actually claim to pitch its product to men, but the macho male stereotype is
9readily recognizable in the text. A Toyota Sienna, by contrast, pictures a woman, whose arms encircle and 
embrace the words “LOVE. NURTURE. PROTECT. CARPOOL” (Wallace 2000-2001: 71). Without 
saying so much, Toyota is clearly appealing to females with families and specifically to their “mothering 
instinct” for their sales.
These ads and others like them perform important tasks for students of material culture. They 
provide a framework of meaning through which to understand how people interact with products. They tell 
people how they should view an object (as masculine or feminine), and they tell people how others will 
view them if they choose to display an object proudly (as rugged and manly, as beautiful, or as a caring, 
protective mother). ‘The objects we acquire, display, or simply admire are a powerful medium for the 
circulation of messages about ourselves to others, and for learning the forms of expression for social 
interactions (the status symbols, clothing styles, and so forth) that appear to be sanctioned at any one time” 
(Leiss et al. 1986: 270).
Today, advertising is a mega-industry. Multi-million dollar ads air for mere seconds. Brand 
names, like Air Jordan and Nike, are household words. Marketing has become a virtual art form in 
attempts to draw ever-larger percentages of the buying public to a variety of merchandise. Through ad 
campaigns, objects are regularly connected with particular ideas and with specific kinds of people.
Women’s products are recognizable through obvious remarks like “You’ve Come A Long Way, Baby,” and 
individual goods are also connected to men by association, as when cigarettes are identified with the 
chiseled features of the Marlboro Man.
All of that is the case today. Can the same be said for the time before computers, before 
television, before radio, and before a mass consumer culture truly existed? Did separate products for men 
and women exist back then? Did ads from long ago assist at all in announcing the gender associations of 
objects and the values connected with them?
Feasibility of Study
Before this study was initiated, research was conducted into the potential of an advertising survey 
to elicit results. A cultural connection linking goods with members of a particular sex would only be 
recognizable in ads that marketed products on a large scale and that suggested who was supposed to use an 
object either through text or pictures. What were the odds that ads from the past would even indicate, 
through their copy or through illustrations, the intended owner of an object? When did this practice begin?
Ads today can and often do contain gendered messages. They do try to tempt particular groups of 
people to purchase particular objects. This was not, however, always the case. In the beginning, ads were
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not very elaborate and contained little information with which to categorize objects as “masculine” or 
“feminine.”
A host of factors for some time hindered ads from becoming anything more than mere lists of 
items for sale. Limited paper supplies and high taxes on paper and on advertisements limited the size of 
many periodicals. Large ads took up needed space that was reserved for articles. Furthermore, the quality 
of ink and paper was not good. Attempts at illustration often culminated in unattractive blotches that were 
considered eyesores. Editors therefore discouraged advertisers from expanding on basic “want ads” by 
levying fees for long copy, broken columns, larger-than-eight-point-type, or illustrations. The prohibitive 
cost effectively banned “display” advertising for some time (Presbrey 1968).
Even when publishers became technologically capable of creating attractive illustrations, they 
refused to change what had become the “traditional” no-display rule in advertising copy. They believed in 
the prestige value of numerous ads rather than large, showy ads. Editors also did not want to draw undue 
attention to one advertiser at the expense of another. All of these factors together conspired to keep ads in a 
relatively simple form, with only enough space to announce the availability of goods (Presbrey 1968).
For these reasons, it was some time before ads used illustrations to associate men and women with 
the goods for sale, and only gradually did copy grow sophisticated enough to include specific appeals for 
male or female use of particular objects.
Improvements in Pictures and Print
Benjamin Franklin, one of the printers in the colonies, was an early advocate for change. In 1728, 
he bought a newspaper and renamed it the Pennsylvania Gazette (Presbrey 1968: 132). As one scholar 
wrote, when Franklin began publishing his paper, “American advertising was as primitive as the plumbing” 
(Fleming 1976: 5). Franklin tinkered with the ads in his paper and made a number of improvements.
In many ways Franklin was far ahead of his time. He instituted many revolutionary approaches 
for directing attention to advertisements. He used white space to separate ads. He created 14-point 
headings for all notices. Most promising of all was Franklin’s development of illustration to attract 
attention. In his paper, stock cuts of ships, scythes and sickles, clocks, horses, or a hand holding a book 
immediately identified the content of an advertisement Franklin also printed half-column cuts for 
individual shopkeepers, often replicating the image of the shop’s signboard. Ornamental borders 
occasionally set an ad off from the text around it, as well. Images of men and women were not central 
elements of his illustrations, but at least he included pictures in his ads, unlike many other publishers of the 
day (Presbrey 1968: 133-6).
11
Franklin also focused attention on the actual content of ads. When he advertised his own 
invention, the Pennsylvania Fireplace, “Franklin sold not only his stove but the health, comfort, and 
pleasure to be derived from its use. He promised a miserable fate to those who ignored his product and 
aimed his appeal at women, more than at men, even though women did not theoretically control many 
purse strings in the 18th century” (Fleming 1976: 6). He convinced merchants that they would sell more 
goods if they advertised specific products instead of general wares. Advertisers had previously settled for 
vague references in their advertisements, such as “Just imported - a variety of goods” (Fleming 1976: 6). 
Franklin saw the value of extensive ads detailing the specifics of the cargo in terms of the color, type, 
names, and sizes of the products (Fleming 1976: 6).
Franklin’s advertising techniques were far more typical of much later advertisers and were far 
ahead of those used by his contemporaries. Despite his influence, there was a general regression in 
newspaper advertising following the Revolutionary War. Prior to the war, paper products had been 
imported from Europe. Many attempts had been made to build paper mills in the colonies - including some 
18 attempts by Benjamin Franklin - but, overall, they had proven unsuccessful. With the interruption of 
supplies to the colonies caused by hostilities with England, publishers were faced with a serious paper 
shortage (Presbrey 1968).
The paper shortage once again resulted in stricter advertising regulations. Even Franklin cut out 
all of the improvements he had made in display with his Gazette, with the exception of some thumbnail 
woodcuts of ships. Any papers that still published thumbnail cuts reduced them in size to a quarter of an 
inch. Due to their size and the poor quality of the paper, they were generally indecipherable: illustrations of 
ships, for example, “often were recognizable as ships only because the reader knew they must be ships if 
they appeared in a shipping advertisement” (Presbrey 1968: 176). Occasional attempts at illustration by 
patent medicine advertisers or steamboat lines between 1800 and 1820 resulted in extra work and sloppy 
results. Ads were again modeled after the want ad, with perhaps a large initial letter or an all-caps first line 
as the only typographical variation (Presbrey 1968).
It was not until the turn of the nineteenth century that Europe began exporting rags to the United 
States. This, in addition to advances in paper manufacturing technology, finally eased the perpetual paper 
shortages publishers had previously faced. This eventually allowed for a relaxation of ad restrictions over 
the course of the nineteenth century (Presbrey 1968; Leiss et al. 1986; Fleming 1976).
Display advertisements were at last becoming commonplace in the press by the 1880s (Presbrey 
1968: 296). Etched line engravings and lithographs had finally made attractive pictures an asset to a 
publication. “By 1880 advertisements employed stunning illustrations reproduced with meticulous care
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and artistry” (Loeb 1994: 7; Presbrey 1968: 358). Illustrations began to be used in ads frequently in the 
1890s, giving rise to an entire school of magazine illustrators. Photography became a relatively 
inexpensive process, and the half-tone picture became a common tool for magazine advertisers in the early 
1890s (Tebbel 1991:71,75; Presbrey 1968: 358). Illustrations were becoming so prevalent in advertising 
by 1896 that “the Western Druggist ventured a prophecy that ‘when the history of advertising is written, the 
present will be known as the “picture period’” ” (Presbrey 1968: 355). Reader’s responded to the attractive 
promotions, and illustrations gave an added incentive for advertisers to purchase space in the press 
(Presbrey 1968: 359).
Advertising to National Markets
The sheer quantity of goods for sale provided manufacturers with an additional incentive to begin 
marketing their wares, as well. The industrial revolution began in the early 1800s and was well underway 
by the end of the nineteenth century (Presbrey 1968). Production levels had so increased that industrialists 
had almost achieved an over-capacity to produce. “American producers at this point chose to control 
neither output nor prices but sales, a development that made ever larger national markets crucial” (Damon- 
Moore 1994: 23). Manufacturers needed to create a great deal of demand for the goods coming off of the 
production lines. Even highly successful businesses that stopped their advertising expenditures lost sales 
and went out of business. Advertising had proven effective in drawing customers to specific goods. 
Businesses recognized the need to advertise in order to familiarize customers with their products. 
Advertising on a large scale had become a crucial element of the business enterprise (Presbrey 1968;
Tebbel 1991).
Starting in the late 1860s, ad agencies became prominent instruments in this effort to expand 
product markets. George P. Rowell, an early entrepreneur, initiated the policy of buying large quantities of 
space in a number of newspapers and selling ad space to businesses for marked-up rates. Through him, 
advertisers could place ads in 100 newspapers throughout New England for $ 100 a month. He later 
expanded the list of potential newspapers to include those in other regions. Sales pitches thus began to be 
heard at locations farther and farther removed from the manufacturers’ and retailers’ places of business. 
Advertising was so prevalent by 1867 that a writer from The Galaxy called it “the monomania of our times” 
(Presbrey 1968: 259).
During the 1890s, a growing trend towards magazine over newspaper advertising was noticeable 
in the ad industry (Tebbel 1991: 66,140-41). Prior to the 1880s, advertising, by and large, occurred on the 
local level, through newspapers, and catered to the wealthy (McCracken 1993: 64-5; Fleming 1976: 8).
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Advertising had existed in magazines from the start, but for some time magazines displayed a relatively 
small amount of promotional material (Tebbel 1991: 141-2; McCracken 1993: 64).
This state of affairs began to change during the Civil War. Magazines had always faced a high 
failure rate, but this was especially the case during that unstable time. Many periodicals suffered from 
wartime shortages of paper and ink, lack of labor, high postage rates, distribution problems, and a reduced 
audience (Tebbel 1991). Fighting to remain solvent, they began to accept more advertising, although they 
rarely actively solicited promotional material. Magazines continued to print ads following the war 
(Presbrey 1968; Leiss et al. 1986).
Increasingly, at the end of the nineteenth century, magazines were sold at affordable rates. A 
growing reliance upon advertising for revenue allowed magazines to reduce subscription rates and survive 
longer (Tebbel 1991: 66-7,140; Damon-Moore 1994: 114-15). Many magazines were only ten cents an 
issue in the 1890s. These were often the circulation leaders, with distribution levels at several hundred 
thousand apiece (Damon-Moore 1994: 114-15; Presbrey 1968; Tebbel 1991). Magazines were beginning to 
achieve a widespread popularity, largely because the ten-cent publications reached a new audience: “an 
expanded middle class with less education and less money than those who had supported the thirty-five 
cent magazines. These journals had seemed aloof; the new breed spoke directly to the people and were 
concerned with everyday life” (Tebbel 1991: 109). Magazines were beginning to be able to claim to reach 
a national audience (McCracken 1993: 64-5; Tebbel 1991: 77).
The population had nearly doubled between 1880 and 1910, from 50 million to 91 million, and 
was increasingly centered around cities. With a rising population, more manufacturers and businessmen 
perceived the need for advertising: “the merchant could no longer believe that everyone was near enough to 
his store to know that he existed” (Presbrey 1968: 181,341). A few magazines had already reached or were 
rapidly approaching the half a million mark in circulation by 1890 (Presbrey 1968: 470-71,481). 
Advertisers wanted to reach these nation-wide populations of readers. Magazines were clearly appropriate 
forums for reaching a gigantic and far-flung audience (McCracken 1993: 64-5).
Targeting Consumers
Changes in advertising occurred as manufacturers shifted from advertising locally to marketing on 
a national scale. In the late 1800s, “customers” came to be viewed as “consumers.” Sales now occurred at 
a rather impersonal level. In order to make more personalized appeals to their audiences, advertisers 
consciously attempted to increase the gendered content of their ads (Damon-Moore 1994: 10-11).
In the 1880s, advertisers began to target specific groups of people in their sales campaigns. This 
was, in large part, due to the influence of the ad agencies, which began to expand their services by offering
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to prepare copy, illustrations, and market research for their clients (Tebbel 1991: 145). Sensational news 
headlines, slogans, and advertising rhymes competed for the attention of specific groups of readers 
(Presbrey 1968). At the turn of the twentieth century, advertisers were beginning to give due consideration 
to which part of the population they were trying to reach through their promotions (Honomichl 1976: 62).
For their part, publishers in the 1890s began to perceive that the product to be sold was not so 
much the magazine itself, but the readers. As they began to identify their readers’ demographic profiles, 
publishers saw that the groups reading their magazines could be sold to specific advertisers. After all, 
advertisers wanted their promotional information to reach specific kinds of people (Leiss et al. 1986: 77-8). 
They particularly wanted their messages to reach a middle-class, white, female audience.
It would not be until the 1920s that a genuine “mass consumer culture,” as defined by LouAnn 
Wurst and Randall McGuire (1998) would emerge. They have defined a mass consumer culture as a 
culture which privileges “the dominance of consumption as the means of definition for social and cultural 
identity” (Wurst and McGuire 1998: 8). While the end of the nineteenth century did witness the emergence 
of this sort of society, it only extended as far as the upper and middle classes:
It was only in the second half of the 19th century that identity became equated with consumption in the United 
States. In this era the middle and ruling classes differentiated themselves internally, and from the working and 
under classes through their ability to consume.. . .  Working people and the underclass were distinguished by the 
fact that they did not have the resources to participate in this culture of consumption. (Wurst and McGuire 
1998:8)
So, although a “mass consumer culture” that included the working class had not yet arisen by the turn of 
the century, the trend towards a national consumer culture was well under way amidst the white middle 
class.
The elite were no longer capable of buying substantial quantities of the manufactured goods of the 
country, and, until the 1920s, the poor would still be too financially insecure to become major product 
purchasers (Wurst and McGuire 1998: 8; Presbrey 1968: 337-8). The ranks of the middle class, however, 
were growing. To be middle class at the end of the nineteenth century indicated economic prosperity, the 
presence of domestic help in the household, high educational standards, the avoidance of manual labor, and 
a hedonistic ethos. The middle class was increasing, and its members were struggling to maintain an 
appearance of leisure and refinement. In particular, they were attempting to pursue “gentility through 
material acquisition” (Loeb 1994: 30,3-4; Horowitz 1987: 7). Advertisers were clear that this acquisitive 
middle class was a group that they wanted to target (Loeb 1994: 8).
It was equally clear that the majority of advertisers were not interested in directing their messages 
toward minorities -  not even toward the relatively substantial population of African Americans. Black-
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operated periodicals did exist, but never achieved high circulations during this period. The advertising that 
these magazines did attract was primarily local and unillustrated and originated from other black-owned 
businesses. Around the turn of the century, a smattering of white corporations, like Coca-Cola, advertised 
in the black press, as well, but advertisements targeting a black audience continued to be written primarily 
by black-owned institutions (Tebbel 1991: 131-9).
The images of African Americans in advertisements in the white press were generally derogatory 
and stereotypical. Their physical features were caricatured, their speech was portrayed as a bastardized 
form of the black English dialect, they were described as “niggers” and “pickaninnies,” and their depictions 
underlined the status of blacks in tum-of-the-century society. They were often portrayed as desiring to be 
white, and a variety of cleansers claimed to be powerful enough to lighten black skin. African Americans 
were also frequently cast in servile roles. As Marilyn Kem-Foxworth (1994: 168) so forcefully wrote about 
advertisements portraying blacks: “Subliminal, overt, covert, conscious, unconscious, artificial, superficial, 
and unofficial, they perpetually erode the self-esteem and motivational behavior of African-Americans. 
Advertising in all of its subtleties has historically, systematically, and methodically alienated and 
subjugated blacks.” It would not be until much later, in the 1960s, that advertising would begin to correct 
its racist overtones by using black models and addressing black audiences (Ewen 1976: 212). In the 
meantime, advertisers would stereotype or ignore them.
Because many of the goods on the market were ones women would have traditionally made, 
advertisers did vie to capture female attention. In their new role as “the major consumers of household 
goods,” women merited a great deal of consideration (Damon-Moore 1994: 24; Presbrey 1968: 254; Loeb 
1994: 5-6).
Magazine advertising between 1900 and 1910 was characterized by the fact that much of it 
targeted one sex or the other (Damon-Moore 1994: 179). Men certainly did buy and use some products, 
and, in their capacity as the family breadwinners, probably had a voice in choosing some of the items 
bought by women (Loeb 1994:33-4; Damon-Moore 1994: 11-12). Nevertheless, according to ad 
historians, the advertising industry tended to cast men as non-consumers: “Women were seen not simply as 
consumers, but as the consumers. To suddenly suggest that men were consumers as well must have been 
alien to advertisers who were conditioned to focus in large part on women. . . .  There was no commercial 
superstructure of consumption for men to parallel that for women” (Damon-Moore 1994: 117).
Many male-targeted magazines would eventually be forced to seek a general readership of women 
as well as men, in order to entice advertisers with partially female audiences. Ads that did target men fell 
within a rather limited range of goods, such as books, clothing, educational and self-improvement
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opportunities, business-related items, and automobiles, when they began to appear. Some “cross-over ads” 
also existed, which urged a man to purchase an item for a woman, or a woman to purchase a product for a 
man to use. Overall, however, buying was perceived as an “essentially feminine activity” (Damon-Moore 
1994: 185,179). By 1907, women made 75 percent of American purchases (Damon-Moore 1994: 178). 
Selecting a Time Period for Study
Ads do carry a lot of information about gender construction. This was no less the case in the late 
nineteenth century and early twentieth century than it is today. At the turn of the century ads modeled for 
readers the behaviors, belongings, interests, and activities considered appropriate for mainstream, middle- 
class individuals of each gender.
Since the turn of the last century, gender has provided an early shorthand for advertisers and purveyors of 
popular culture, a language that carries numerous subtle cultural cues in a few words or a single image. Who is 
speaking, what they say, with what kind of authority they speak, what they look like, how they use their bodies, 
how they are depicted using or benefiting from a product, how much power they hold; all these ideas and more 
can be communicated swiftly and effectively by exploiting longstanding, conventional gender stereotypes.
(Damon-Moore 1994: 200-1)
On a limited level, gender-specific advertising had been present for some time. Throughout the nineteenth 
century, advertisers had specified that an ad was ‘To the Ladies” if an article was considered to be of 
feminine interest. Otherwise they were speaking to a male or a general audience (Presbrey 1968: 258). 
Towards the end of the century, however, advertisers were becoming more subtle in their appeals to 
women: “Advertisers were able to capitalize on shared meanings of gender to aim their messages more 
carefully at some people than at others” (Damon-Moore 1994: 11).
It is the nationwide spread and the growing sophistication of advertising that makes the period 
extending from 1890 to 1910 a perfect time period on which to base this study. In 1902, an analyst wrote 
that “in comparison with the situation today there was no magazine advertising in existence fifteen years 
ago worthy of the name” (Presbrey 1968: 443). Before the 1880s, there was little display advertising. 
Advertising campaigns occurred at the local level through newspapers, and they failed to explicitly target 
specific groups of people with any regularity. By the turn of the twentieth century, however, advertising 
had grown sophisticated enough to be influencing gender norms, sophisticated enough to make these norms 
in action visible (in pictures and in statements), and sophisticated enough to prefer a specific target 
audience.
The advances made in copy and display make gendered inferences on the part of historians 
possible. Advertisers at the end of the nineteenth century were making conscious attempts to entice white, 
middle-class readers to make purchases, using sex and gender as a method for gaining attention and 
responsiveness. Sometimes ads included illustrations that showed a man or a woman using a product. In
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other instances copy explicitly stated which sex was expected to make the purchase and which was to use 
the product.
Such purposeful and clearly gender-specific advertisements are necessary for the construction of a 
gender-based typology of artifacts. The conscious targeting of audiences also limits this study to the white 
middle-class, because, generally speaking, advertisers were not making efforts to reach people of other 
ethnic or class backgrounds at this time.
It is also significant that during this time period the printed word had achieved the technological 
capacity to reach a national audience. Due to advances in the media and in manufacturing, nationwide 
distributions were now possible and circulations were huge. Advertisers were beginning to take advantage 
of these large circulation sizes by creating national promotional campaigns. The fact that advertisements 
were beginning to be promoted on a national level simplifies matters in that white, middle-class readers 
everywhere were likely to be receiving the same gendered messages. An examination of those printed, 
gendered messages at the national level can, therefore, indeed be expected to deliver insight into the 
gender-role expectations to which groups of literate, white, middle-class individuals everywhere were 
exposed.
Research Design
This paper argues several primary points. 1) Objects often symbolize ideas, most particularly 
cultural ideas about what it means to be male and female in society. This was true in the past, just as it is in 
the present day. 2) Advertising can help to interpret messages about sex and gender that were 
communicated by particular objects in the past, to create a historical sense of what was socially acceptable. 
3) Archaeology can help to establish whether individuals living long ago signaled concordance with the 
gender messages modeled for them in the media, through the possession of “appropriate” products. 
Exploring these statements is an attempt to understand what people in the past understood “masculinity” 
and “femininity” to be and how important a role social norms of gender (as defined by their own 
contemporaries) played in their lives.
Advertising connects objects with ideas. This has been common practice since the late 1800s. 
Specifically, ads tell men and women what they should own, what they should try to look like, who they 
should try to be. Based on these facts, it was hypothesized that an analysis of ads from the turn of the last 
century would provide a great deal of data regarding “masculine” objects linked with male ownership and 
“feminine” goods manufactured for female use in the past.
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Following up on that idea, ads from two major magazines published between 1890 and 1910 were 
surveyed in order to explore the gender associations of a diverse array of material goods. This was an 
attempt to recognize which objects were generally accepted as “masculine” and as “feminine” by the press.
Why gather this data? Could it improve existing archaeological interpretations of gender 
experiences? Did what was written and modeled in the press actually correlate to the reality of people’s 
lives? Did men and women absorb and internalize the endless instructions imprinted in ads? If advertising 
is a system of false consciousness perpetrated on the public, was it accepted or rejected at the turn of the 
twentieth century?
It is important to avoid “the danger of assuming any simple correspondence between magazine 
rhetoric and the ways in which real people negotiated their lives” (Damon-Moore 1994: 98). So, the central 
theme explored here is not only how the media defined and portrayed socially-appropriate gender behavior. 
It is also a matter of how much cultural hegemony, or leadership, the press actually displayed. How much 
influence did it possess? Did consumers use and display objects as they were told they should? Did men 
stick with “masculine” possessions and did women exhibit only “feminine” goods?
While it is known that media producers and advertisers attempted to nurture specific gender 
behaviors in their readers, it is not known how the public responded to such heavy-handed meddling 
(Damon-Moore 1994). Many gender studies have focused less on what men and women “actually did than 
on what they were told that they were supposed to do” (Kimmel 1996: 10). This investigation looked at 
actual behavior in light of known gender expectations.
Artifacts from several archaeological sites were therefore compared with the list of male- 
associated and female-associated objects defined by the ad survey. Through this comparison, an attempt 
was made to discover whether or not men and women living at the turn of the twentieth century possessed 
the items labeled “socially appropriate” to their sex by the press. Whether or not archaeologists have 
actually succeeded in defining material possessions as “masculine” and “feminine” in a manner similar to 
the way that those who sold and used them defined them was also explored.
CHAPTER I 
METHODOLOGY
In order to discuss gender ideology at the turn of the twentieth century with any efficacy, it was 
necessary to establish an emic perspective through which to recognize the gender associations of particular 
objects. A gendered artifact typology of goods was, therefore, constructed from magazine advertisements 
dating between 1890 and 1910. Items described in the advertisements were classified according to their 
association with “male,” “female,” “gender-neutral,” and “gender-inclusive” categories of owners.
Next, this classification system was applied to archaeological assemblages. Collections of 
artifacts listed in site reports were inspected in order to determine whether the artifacts collected at 
particular “male-only” and “female-only” sites followed the patterns anticipated based upon the 
prescriptions established by the typology. Were “masculine” goods, “feminine” goods, or both found at 
male-only sites? What kinds of products were found in female-associated places? Did men and women 
seem to accept the gender prescriptions posed for them in the press? Were archaeologists able to recognize 
gendered objects as such when they came across them? Did they interpret them appropriately, with 
reference to their past cultural significance?
Before any larger understanding of gender ideology became possible, however, an alphabet had to 
be constructed to enable an interpretive reading of artifacts to occur. One by one, ads were studied as 
building blocks linking cultural meanings of gender to particular products.
The Ad Sources
The Ladies’ Home Journal (LHJ) and Once a Week, later known as Collier’s Weekly (Collier’s), 
were the sources of the ads compiled for this study. The Ladies’ Home Journal represented a 
predominantly female-oriented magazine, while Once a Week and Collier’s Weekly primarily focused on 
items considered of interest to men. These sources were chosen based upon a number of factors: the 
publication dates of the periodicals, the presence of advertisements, the target audience, the circulation 
figures, the frequency with which they were published, and their availability for inspection.
All magazines were originally considered for the study that were published during the period 
between 1890 and 1910, contained ads, targeted a white, middle-class audience of primarily men or
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women, and held distribution levels greater than 100,000. An overview of the magazines published during 
this time period revealed a number of magazines suiting these requirements (see Appendix A).
All of the women’s periodicals that fit these categories were issued monthly. Among the list of 
high-circulating women’s magazines were four periodicals with a circulation of over 100,000. Of these, 
only one was available for research over the entire course of the period of study. Only one woman’s 
magazine, the Ladies' Home Journal, was therefore eligible for this investigation.
In 1883, the Ladies’Home Journal began as a “Women and Home” column in the Tribune & 
Farmer, a newspaper partially owned by Cyrus Herman Kotzschmar Curtis (Presbrey 1968:479-80; Tebbel 
1991: 93; Damon-Moore 1994: 19). Curtis formed a regulariy-run department of female-targeted 
advertisements and reprinted articles of presumed interest to women in this section of the Tribune &
Farmer. The department was consciously designed to draw female readers to advertised products. Curtis’ 
wife, Louisa Knapp Curtis, took over the column under the premise that a woman would know more than a 
man about articles that women wanted to read. She replaced the reprinted articles with those she wrote 
herself. The column soon grew to a page long. Advertisers and readers responded to the section positively, 
and the Curtises decided to expand the column into an entire monthly women’s supplement to the 
newspaper to be sold at 25 cents a year (Damon-Moore 1994: 11, 19; Presbrey 1968: 479-80).
The first supplement appeared in December of 1883, with Louisa Knapp Curtis as editor, under 
her maiden name (Damon-Moore 1994: 19). The first issue had a circulation of 20,000. It was eight pages 
long and, in addition to advertising, contained sections on cleaning, cooking, gardening, needlework, and 
fashion (Tebbel 1991: 94). From the beginning, gender construction was a major focus of the entire 
magazine and was prevalent in the editorials, articles, short stories, and advertisements. Within a year, the 
supplement was reaching 25,000 readers (Damon-Moore1994).
Curtis’ partner in the Tribune & Farmer felt that too much energy was being put into the 
supplement. Curtis and his partner therefore parted ways, with the partner retaining the newspaper and 
Curtis in possession of the Ladies’Home Journal. Within months, the newspaper ceased production. The 
Ladies’ Home Journal, on the other hand, went on to become the highest-circulating magazine in the 
United States. In 1886, several hundred thousand women already subscribed to the Journal. By 1888, the 
Ladies’Home Journal regularly published two to three times more advertising than other women’s 
periodicals (Presbrey 1968:479-81).
A number of publications targeting women appeared during the second half of the nineteenth 
century (Presbrey 1968). Although women had often edited such publications earlier, the highly successful 
female periodicals at the end of the nineteenth century were headed by men. In 1903, the Ladies’ Home
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Journal was the first magazine to achieve a circulation of one million (Tebbel 1991: 31; Damon-Moore 
1994: 1,57). Female-oriented magazines, with their abundance of advertisements, had become big 
business, and such business was primarily a male occupation (Damon-Moore 1994: 57).
Knapp retired and Edward W. Bok became the editor of the Journal in 1889. The magazine, under 
Bok, “featured (1) a self-consciously intimate tone, (2) frequent consideration of gender-related matters, (3) 
far-ranging advice to readers about living their lives well, and (4) pervasive references to the commercial 
culture, in both editorial and advertising material” (Damon-Moore 1994: 61-2). In 1890, its circulation 
reached 500,000 women (Presbrey 1968: 481). A few men read and responded to the magazine, as well, 
during the early 1890s. Despite attempts to encourage growth among the male audience, however, male 
readership gradually declined during the second half of the decade (Damon-Moore 1994: 74,145,151). In 
1900, the magazine nevertheless possessed 800,000 readers. It rose to a million readers in 1903. An 
estimated one in every five American women read the Ladies' Home Journal by 1910. It was truly a 
periodical of national proportions (Tebbel 1991: 77,96,141; Damon-Moore 1994: 1).
Since the women’s periodical included in the study, the Ladies'Home Journal, was issued 
monthly, it was determined that the men’s periodical should also be a monthly magazine. This reduced the 
selection pool somewhat. Although three male-targeted monthly magazines with a circulation of more than 
100,000 were available for study, only one was selected in order to provide a sense of balance between the 
number of male-targeted and female-targeted publications. Out of the three available choices, McClure’s 
Magazine was selected to represent the male-targeted periodicals, primarily based upon circulation levels. 
McClure's Magazine and the Ladies'Home Journal were thus initially included in the study.
It was then discovered that McClure’s Magazine -  the leading advertising medium of monthly 
magazines -  did not contain any ads in the version on microfiche or in the bound volumes for the period in 
question (either at the local library or in volumes obtained through interlibrary loan) (Mott 1957: 596-97).
In fact, the archives had failed to preserve the advertising pages of any of the male monthly magazines 
under consideration, whether on microfiche or in bound versions. Only one male or general audience 
magazine possessed a high circulation and contained ads which had been preserved in the archives -  
Collier’s Weekly, known in the beginning as Once a Week.
Peter Fenelon Collier founded Once A Week in 1888. The first issue was distributed on April 28 of 
that year. As the title suggests, the periodical appeared on a weekly basis. In the beginning it was only 16 
pages in length. Nugent Robinson served as the magazine’s first editor. Under his guidance, the weekly 
publication primarily printed fiction by noteworthy contributors, but it also featured humor pieces, current 
events, and copious illustrations (Mott 1957: 453-54). The copy of the magazine was designed primarily to
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appeal to middle-class men (Damon-Moore 1994: 191; Tebbel 1991: 77,109). Each issue sold for seven 
cents. By 1892, the weekly boasted an audience of 250,000, “w hich put it in the top bracket for American 
weeklies of that time” (Mott 1957: 454,453).
A string of newspapermen succeeded Robinson as editor beginning in 1890, and they made the 
magazine more journalistic. Current events became the magazine’s main focus, although fiction remained 
present. Photographs and illustrations supported the news pieces and the magazine became known as an 
illustrated news weekly. Its title was changed to Collier’s Weekly: An Illustrated Journal in 1895 (Mott 
1957: 454).
Circulation dropped somewhat in the middle of the decade. When Robert J. Collier, the 
publisher’s son, took up the reins in 1898, however, he instituted a number of changes in the quality of the 
periodical, and readership began to rise once more. Under Collier, the size of the magazine increased to 24 
pages and the cost rose to ten cents. While the weekly retained its emphasis on the news, Collier further 
improved on the magazine’s reputation for photo-journalism through the sensational coverage of such 
events as the Spanish-American War and the 1906 San Francisco earthquake. Collier (with Norman 
Hapgood as co-editor beginning in 1902) also hired a number of well-known authors and artists including 
Rudyard Kipling, Sir Arthur Conan Doyle, Edith Wharton, Jack London, P.G. Wodehouse, Charles Dana 
Gibson, Maxfield Parrish, and Jessie Wilcox Smith. In addition to war news, regular short stories, and 
dramatic illustrations, Collier’s printed pieces on politics, the economy, the theater, books, sports, and 
famous personalities. It also included items geared towards women, joining the ranks of a number of 
magazines that were originally conceived for the edification and entertainment of men but that eventually 
targeted a wider audience, both male and female, in order to increase circulation and advertising sales (Mott 
1957: 454-62; Damon-Moore 1994: 191). Around 1905, Collier’s launched a series of attacks on patent 
medicines, Congress, and the railroads and publicly supported child labor laws and women’s suffrage. Its 
direct involvement with topical concerns of the day lent the magazine a powerful voice: “Few periodicals 
in America have exerted, over any decade, as strong and direct an influence on national affairs as that of 
Collier’s during the Hapgood regime” (Mott 1957:462).
Such power was also due in no small part to the 300,000 readers the weekly possessed by 1902.
By 1912, the magazine sported an audience of at least half a million people (Mott 1957: 457,464). The 
count was nearly one million, according to some (Tebbel 1991: 69-70). Advertisers noted the weekly’s 
popularity and supported it. In particular, Collier’s captured the automobile market It “was the first great 
advertising medium for the young automotive industry” (Mott 1957:464). In 1904 and 1905, Collier’s 
contained more advertising than its competitors (in the number of ad lines, not necessarily in the quantity of
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the ads themselves). In fact, the publication was said at the time to have printed more advertising in 1905 
than any other magazine had ever printed in a year’s time (Mott 1957; 464). Ad historians have numbered 
Collier’s among the most important magazine advertising mediums in the first decade of the twentieth 
century (Presbrey 1968: 437).
Two periodicals that approached national distribution levels among male and female members of 
the white, middle class were therefore included in this study. The ads in both the Ladies’ Home Journal 
and Collier’s  Weekly were intensively investigated for gender content. It was believed that these two 
magazines, both intentionally targeting a particular male or female audience, might well have addressed 
products specifically to male or female consumers. Pictures or copy directly linking products with men or 
women would lend objects the gender associations needed to make them useful for interpreting gender 
ideology at archaeological sites.
Conducting the Survey
A total of 2,466 ads from 20 issues of the Ladies’ Home Journal and Collier’s Weekly were 
examined over the course of the study. Due to the large volume of advertising present each month, it was 
not possible to review every magazine issued by the two periodicals for the time period in question. In 
order to investigate the full gamut of ads across the time span of the study, the number of issues was 
limited. A month’s worth of each magazine was perused at five-year intervals -  in June 1893, June 1898, 
June 1903, and June 1908 -  for a total of 20 issues. Since the Journal appeared monthly, it contributed four 
longer issues to the study (up to 87 pages per issue). Collier’s Weekly, on the other hand, added 16 issues 
(with the longest issue containing 28 pages).
It took some time to determine the ideal sampling strategy. The four months worth of issues 
eventually settled upon may seem inadequate. They were finally decided upon as a practical measure 
reflecting the time-consuming nature of the research. Gathering the ads into a FileMaker Pro database 
alone took 392.75 hours for the 20 issues investigated. Editing for consistency in the manner of labeling 
and interpreting the advertising data took an additional 65.5 hours. Converting said data from sheer 
numbers into understandable and meaningful statements required another 147.5 hours -  approximately 600 
hours in all. This time estimate does not reflect the research required to set up a useful database or to 
provide background information for the study, nor the amount of time necessary for writing the findings.
While the number of ads sampled through this process no doubt seems insignificant in comparison 
with the gargantuan number of ads that must have been published between 1890 and 1910, as many ads 
were utilized as an investigation of this scope could handle. A study written by Preben Sepstrup supports 
the concept that a sample such as this one could prove an ample basis upon which to note trends in
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advertising. Sepstrup found, in an investigation of the ads in all Dutch magazines and newspapers over the 
course of one year, that his massive quantitative study revealed much the same information as that unveiled 
by both small-scale quantitative studies and by qualitative studies involving only a few ads. Ellen 
McCracken (1993: 75-6) has suggested that “perhaps the concern that qualitative research is not 
representative should be laid aside in light of Sepstrup’s findings. Critics should proceed with in-depth 
textual analysis of individual ads and small groups of ads, confident that the findings are quite likely to be 
representative.” That advice was followed here.
Comparing a monthly and a weekly magazine provided a few challenges. Attempts were made to 
lessen the distinctions between the two magazines by comparing of a month’s worth of the weekly issues of 
the male magazine for every single issue of the monthly Ladies' Home Journal that was analyzed. It 
nevertheless appeared in the beginning that a large discrepancy existed between the two periodicals in the 
number of ads present. A total of 909 LHJ ads appeared (36.86% of the database), while Collier’s 
published 1,557 (63.14%), nearly two-thirds of all of the ads collected. For some months the discrepancy 
was even greater. In June of 1908, Collier’s possessed 74.97% of all of the ads printed that month. 
Furthermore, some pages were missing from the microfiche for Once a Week (on June 24,1893). It is 
impossible to tell how many ads may not have been available for inclusion in this study for that reason. 
Collier’s therefore possessed an even greater amount of the ads than is currently known.
The distinction in ad quantity belonged in part to the nature of monthly and weekly magazines. 
Because the Ladies’ Home Journal appeared but once a month, its ads appeared only once a month as well. 
Such was not the case for the weekly. Many of the ads were repeated from week to week in Once a Week 
and in Collier’s. As many as 24.60% of the ads present in the periodical were repeats of those that had 
appeared earlier in the month. In June of 1893,44.92% of the ads from Once A Week were repeats.
The repeated ads appearing in the weekly publication therefore gave the appearance that Once A 
Week and Collier’s Weekly advertised many more products than it actually did -  and many, many more than 
the Ladies’ Home Journal did, which was not really the case. Removing the repeat ads from the equation 
provided a somewhat more equitable means of comparison. As a consequence, ads counted in the study 
only the first time they appeared in a given month. Repeats of ads that had already appeared were noted, 
but they were not counted as part of the database.
Discounting the ads that were repeats each month simplified matters a great deal. After discarding 
the duplicates, a total of 2,083 ads remained present for analysis (56.36% from Collier’s, 43.64% from 
LHJ). Once A Week and Collier’s Weekly still had 12.72% more ads in total than the Ladies’Home Journal. 
This was a great improvement, however, on the 26.28% difference in ad quantity that had existed
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Monthly Ad Numbers By Magazine Percent of Monthly Ads By Magazine
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Figure 1, a-b. These charts reflect the quantity of ads studied from Collier’s and the LHJ alter the 
database was adjusted not to include repeat ads. Chart a) displays the actual number of the ads, 
while Chart b) shows the figures as percents.
previously. Looking at the numbers on a monthly basis makes the ads appear to almost balance out. LHJ 
possessed more ads in 1893 and 1898, at 68.75% and 63.37% respectively. Collier’s , on the other hand, 
took the lion’s share of the ads collected in 1903 and 1908 at 63.40% and 70.81% respectively. Because 
both of the magazines included more advertising in June of 1903 and June of 1908, Collier’s still beat out 
the Ladies ’ Home Journal in the sheer quantity of the ads overall. But percentage wise, on a monthly basis, 
they were roughly comparable (see Figure 1, a and b).
Establishing a valid means of comparing the two magazines was important. It enabled an 
examination of the ads to proceed on more than one front. Thus, it became possible to compare the ads on 
the basis of who the ads targeted (by their sex) and also on the basis of where they appeared (in a female- 
oriented magazine or a male/general audience magazine), without the quantity of advertisements in the 
weekly significantly slanting the results.
A series of notes were taken for each ad in an attempt to determine whether the products displayed 
were primarily “masculine,” “feminine,” “gender-inclusive,” or “gender-neutral.” A variety of factors were 
noted that also had the potential to provide additional information about gender roles of the day. Along this 
vein, the type of products, the tone of the ads, the values expressed in the ads, the size and placement of the 
ads, the cost of goods, and other such details were written down in a systematic fashion.
All of this data was inventoried according to a predetermined set of categories. Every attempt was 
made to ensure that the options within each set of categories were exhaustive. If the facts did not 
correspond to the existing categories, however, data could be listed as “none” or “other,” and specifics 
could be given if necessary. In addition to this checklist, free-form notes were taken in several instances: to 
gather slogans; to summarize text; to describe illustrations; to explain any inferences made regarding the 
meaning of an advertising message; and to make any additional comments that were necessary. The 
database structure enabled easily observable and quantifiable facts to be gathered along with more
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Breakdown of Targeted Product Users in Ads By Sex
Figure 2. A number products were targeted to members of a particular sex In the ads.
individualized readings of the text. Thus, the tension was eased between a desire to gather a substantive 
body of quantifiable data and a simultaneous desire to interpret each advertisement qualitatively, based 
upon its individual merits (see sample pages, Appendix B).
For each ad, extensive notes were taken regarding the value appeals and ideological expectations 
directed specifically at men or women. The hope was to determine the function of each object in 
establishing or enhancing messages about appropriate gender behavior in society. Could the material 
culture of the day, through the ads that sold them, tell tales about what manufacturers thought of their 
customers and what consumers thought of themselves, as men and women? Would it prove possible to 
determine what belongings, activities, interests, and beliefs were considered appropriate to men and women 
at the turn of the century, through an exploration of advertisements? For any of these questions to be 
answered, it would be necessary to establish the gender associations of an assortment of objects. Were 
connections present through which to establish which products targeted men and which targeted women in 
this assortment of ads?
The Ad Analysis
It was indeed possible to infer the gender associations of marketed merchandise in a number of 
instances. In the assortment of ads studied from the period between 1890 and 1910, the targeted sex of the 
product owner was indicated 43.11% of the time. Thus, somewhat fewer than half of the ads in the 
database indicated the “appropriate” sex of an item’s owner (see Figure 2).
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The gender orientation of a product was determined both by word and by deed, in this ad survey. 
Ads sometimes addressed men or women, declaring an item “OF INTEREST TO MEN,” or pleading 
“LADIES POLISH YOUR SHOES THE NEW WAY” (Hapgood 1908a: 6; Bok 1893: 35). Often the text 
identified the object directly as “muslin made for men’s night shirts,” as a “school for boys,” or as a 
“’LADIES’DELIGHT Oil Cooking Range” (Bok 1893: 29; Hapgood 1903d: 21; Bok 1893: 34). Other 
times, the ads indicated more indirectly that an item was intended for either male or female use. Men or 
women testified to the satisfaction that resulted from testing a product. Or a famous celebrity, such as 
Lieutenant Robert E. Peary or the Empress of Austria, was claimed to use the item in question (Hapgood 
1908a: 27; Chambers 1893c: 14). Sometimes blanket statements were made, indicating that members of a 
given sex might particularly need the advertised goods: “Many ladies are annoyed . . .  in the spring by 
hideous freckles” or “every man is benefited by wearing an O-P-C suspensory” (Chambers 1893a: 15; 
Hapgood 1903a: 23). In addition, illustrations frequently accompanied the text, clearly depicting a man or 
a woman, a girl or a boy, happily using a product or in distress because they had not yet done so. Also, of 
course, the pictures and the text sometimes suggested that it was perfectly appropriate for both males and 
females to use a product
In this manner, it turns out to have been entirely possible to determine an ad’s gender designation 
as “masculine,” “feminine,” “gender-inclusive,” or “gender-neutral.” Unfortunately, the results were all too 
often gender-neutral, but many ads did provide information with which to slot items through sexual 
association.
It is important to realize that the gender classification that a product is listed under here does not 
necessarily reflect the purchaser of the object. Rather, it represents the sex of the person expected to use or 
benefit from the product. Sometimes a mother was requested to make a purchase for her children, a man 
for his family. The categorizations, furthermore, do not reflect the age of the prospective product 
consumer. Ads did address girls as well as women, boys as well as men. In order to truly understand why 
and how a classification was made, each ad should be inspected individually to place the object in context 
and to grasp the ideological messages each ad imparted.
Determining the gender association of an ad was not always easy. Judgement calls were 
frequently necessary in carrying out this survey. The gender orientation of a product was determined based 
upon data gathered regarding a number of ad elements. Information considered in forming the final gender 
classification of an object included: the sex of those hired to sell a product; the sex of those making a 
product; a product’s name; the sex of the individuals testifying to use of a product; and the sex of the
28
people associated with a product or shown 
using an item in illustrations. Explicit 
requests asking either men or women to 
buy or use a product were important in 
making a decision, as well.
Some of these categories were 
regarded as containing more relevant 
information than others and thus as 
bearing more weight in making a final 
classification. Any direct statement 
regarding the sex of the anticipated 
product user, was, of course, recognized as 
the most solid indication of an item’s 
gender association. Copy indicating the 
owner’s identity was, therefore, the 
primary consideration in making 
determinations. Direct statements in all 
cases overrode indirect implications.
The gender association of the 
product name and the sex of individuals
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Figure 3. Who snapped the photo? People shown in illustrations did 
not always represent the intended user of a product (Hapgood 1903b: 
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shown in illustrations often did provide relevant information when more direct data was not available. The 
name of the Liberty Ladies’ College provided a dead giveaway as to the intended enrollees of the school 
(Hapgood 1908b: 24). Illustrations were often a clear reflection of who might use an advertised object, as 
well. This information had to be interpreted, however, in conjunction with whatever contextual information 
was available. Names of products could sometimes refer to the name of the inventor or manufacturer of a 
product and may not have been a reflection on the intended product user, at all. Likewise, pictures of 
individuals sometimes seemed most likely to represent the person making or selling an item for sale. Also, 
there were occasions when a person was depicted in an ad, but appeared to be used more as an extension of 
the product to be sold than as an indication of who might own the object. For example, a photograph of a 
woman in a Kodak camera ad provided no indication of who was actually behind the camera taking the 
picture (see Figure 3). Whenever the information seemed in question, when the name or picture seemed 
most likely to refer to someone other than the product user, the data was not used as a means of determining
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a product’s gender orientation. An item was classified as “gender-neutral” if such uncertain data was the 
only evidence present regarding an object’s targeted sex.
The sex of the solicited purchaser sometimes represented the expected owner of an object, but did 
not necessarily do so. Men and women were urged to buy products for themselves, but they were also 
asked to make expenditures for the benefit of other members of the family. Whenever the purchaser’s sex 
was used to interpret the overall gender classification of an ad, a consideration of the context was 
considered essential.
Likewise, the sex of individuals providing testimonials was considered tentative at best in 
determining the gender association of an ad. There were instances when men recommended a female- 
oriented product (a doctor recommended a medicine for female troubles or a husband raved about a product 
that benefited his wife). The reverse was also true. Context again was crucial in forming classifications.
In the final analysis, the sex of the manufacturers and the agents selling a product was not 
considered reliable evidence regarding the gender association of an object. There were many instances in 
which male-owned companies clearly made objects targeted to women. The opposite did not appear to be 
the case. Women selling products invariably marketed them for use by other women, by both men and 
women, or by children -  and almost never for use by men alone. The sex of the sellers of goods was not 
shown to parallel the sex of the consumers of those goods with any consistency. It could not be taken as a 
reliable indicator of product usership. It was therefore not used to formulate the overall gender of the ads 
in question.
Thus, a hierarchy was created through which to identify the gender orientation of an object. In all 
cases, direct statements in the text were held as clear indicators of the sex of the product’s intended owner. 
Other sources of data, such as the product name, the sex of those depicted in illustrations, the sex of the 
purchaser, and the sex of the people providing testimonials, all provided a secondary resource for making 
classifications, when considered in light of the context in which they were discussed or portrayed. The 
sellers of the items held no sway whatsoever in the classification system.
Even by placing more emphasis on some categories of information than on others, however, it 
often proved difficult to make determinations. Sometimes conflicting or confusing evidence appeared to be 
present within these data categories, and choices had to be made. There were instances, for example, when 
an illustration depicted both a man and a woman with a product, such as a bicycle or a piano. Only one 
was using the item. Another was a bystander, either awaiting a turn with the product or just enjoying the 
other’s use of it. In such an event, a narrow interpretation of the gender association of the product
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occurred. The one actually seen riding the bike or playing the piano was regarded, for better or for worse, 
as the targeted sex.
Efforts were made to be conscious of and to note any subjective determinations that influenced the 
classification of the ads. The possible presence of human error or inconsistency in the ad analysis is 
acknowledged. It was, however, limited to the greatest extent possible. A conscientious attempt was made 
to form similar subjective choices in a consistent manner throughout the course of the project. By stating 
the process used to slot the ads, it is hoped that the survey might be largely replicable in spite of this 
subjective element.
It is possible that some errors in the gender classifications of ads occurred as a result of the 
misinterpretation of evidence. In attempting to categorize products in a consistent manner so that others 
might understand and potentially replicate the results, products may sometimes have been interpreted too 
literally. If the text stated that “anyone” could use a product or “everybody” would enjoy it, the product 
was assumed to be “gender-inclusive,” even if an illustration or later text seemed to contradict this 
statement Some “gender-inclusive” products so categorized may have been more properly associated with 
either men or women. On the other hand, some products, like the Lightning Ice Cream Freezer or Hire’s 
Root Beer, may all along have been intended for the general benefit of the entire family, but illustrations or 
text gave a different impression (Hapgood 1903b: 16; Bok 1898: 25; Hapgood 1903d: 23; Chambers 1893a: 
15). Of course, some products, like Corliss, Coon and Company’s collars, simply sold different styles both 
to men and to women, and the varying gender composition of their ads reflected that fact (Hapgood 1903a' 
20; Bok 1903: 50).
Even once the gender association of an ad is accurately established, however, other factors can 
cause a misinterpretation of an object’s gender association. In particular, basing the gender identification of 
a product on a single ad can result in misleading information. Gender classifications of products sometimes 
shifted from ad to ad. While one ad was clearly geared towards women, another ad for the same product 
confessed that men could use the object also. This chameleon-like behavior was in evidence for a number 
of products, including some ice cream freezers, cameras, toothpastes, soaps, face powders, watches, 
medicines and beverages (see Figure 4, a-b).
This shape-shifting partially reflected variations in targeting strategies. It stands to reason that 
some producers geared their text towards women when ads were published in a female-oriented magazine 
and directed their copy towards men in a publication with a larger male audience.
Looking at the overall targeting practices (that beauty and toiletry items were usually directed at 
women, for example), it may also indicate something more -  that yes, men could have used these products,
Figure 4a (left) and Figure 4b (right). Two Cascarets ads display how the association of a product with a given sex 
sometimes shifted from ad to ad (Collier 1898d: 24; Collier 1898a: 23).
but there was a sense of shame in their doing so. This seems a potential factor in a Pozzoni’s Medicated
Complexion Powder ad that did state the product was intended “FOR MEN AND WOMEN” but showed 12
pictures of women who had used the product -  and zero men who had tried it (see Figure 5).
Regardless of the reasons for the variations in the targeting practices for a single product that 
sometimes occurred between ads, it is preferable not to interpret the meaning of a product based upon any 
single ad for a specific item. It is far better to look for a pattern among a variety of ads. This approach is 
more likely to yield an accurate standard for associating particular objects or particular kinds of objects 
with either males or females.
Ads were sorted into 33 product categories (see Table 1). Some of the categories, such as 
appliances and furnishings, alcohol and tobacco, and firearms, were relatively concrete and could 
potentially leave remains behind that might resurface archaeologically. Other product types, such as 
education and self-improvement, services, and investment opportunities were more abstract and would 
unlikely become visible through artifacts. While the more concrete varieties of goods will therefore more 
likely prove useful to archaeologists in trying to connect gender ideology with identifiable remains, most of 
the product categories did provide useful information about gender construction at the turn of the twentieth 
century.
Extensive information was also collected regarding the values used to sell goods to various target 
audiences (see Table 2). Attempts to exactly replicate the list of values undergirding the ads would 
probably meet with minimal success. Any effort to do so would face substantial problems. A total of 
10,303 separate occurrences of value statements were noted for the ads, but no more than ten were listed 
for each ad. Although such was not often the case, some ads did make more than ten value appeals in the 
text. In such instances, personal judgment was used to select what appeared to be the dominant values. 
Because others would most likely create different lists of dominant values from the same data, another
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researcher would undoubtedly come up with a 
differing count. While not quantitatively exact, 
the numbers nevertheless do suggest trends and 
provide useful qualitative information. The 
values used to promote products to men and to 
women were compared to one another, in an 
effort to determine whether manufacturers and 
advertisers spoke to men and women in different 
ways and whether they expected men and 
women to relate to particular categories of 
objects differently.
Those ads that did associate a given 
product with members of a particular sex 
provided a wealth of information. They revealed 
enlightening data regarding the topics 
manufacturers expected men and women to be 
interested in, the kinds of goods they believed 
men and women wanted and needed to possess,
and the values they thought would resonate with men and women at the turn of the twentieth century.
The Archaeology
This raises the question of whether manufacturers and advertisers were correct in their readings of 
the men and women of their day. Did the product peddlers also sell the social codes they supported? Did 
men and women behave in the ways that advertisers seemed to expect them to do?
Archaeology assemblages from male and female sites were used to examine the actual behavior of 
men and women at the turn of the twentieth century. The comparison of the actual ownership of goods with 
the anticipated ownership of them, by sex, was viewed as a reality check. Actual artifact associations with 
men and with women were considered a corrective to the possibly abstract and idealized versions of the 
gender expectations of product ownership rendered in advertisements. Male-associated and female- 
associated artifact assemblages were viewed as a reflection of the way social codes actually functioned in 
real life.
Such an examination of archaeological studies through the lens of expectations defined by tum-of- 
the-twentieth-century citizens could also prove to be a reality check for archaeologists in their approach to
Figure 5, Where are the photographs of male product users? 
Pozzoni’s Complexion Powder was supposedly for men and 
women, but no men were depicted in this ad (Collier 1898b: 23).
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Breakdown of Ads By Product Types and By Gender Association
Product Types # Masculine #Feminine # Gender- 
inelusdve
# Gender- 
neutral
# Total % Total
Household/Geaners 5 34 11 105 155 7.44%
At^iances/Fumishings 6 34 12 62 114 5.47%
Ready-Made Clothing 36 88 39 54 217 10.42%
Dry Goods/Sewing/Crafts 1 28 8 64 101 4.84%
Beauty/Toiletries 12 44 23 65 144 6.91%
Jewelry 4 4 7 13 28 1.34%
Health 10 9 20 62 101 4.85%
Decorative 4 7 8 32 51 2.45%
Food/Drink 10 30 14 93 147 7.06%
Alcohol/Tobacco 13 2 3 18 36 1.73%
Music 7 4 9 37 57 2.74%
Toys/Games 1 0 0 4 5 0.24%
Other Leisure Items 3 3 8 7 21 1.01%
Camera Equipment 2 2 4 17 25 1.20%
Firearms 5 0 0 2 7 0.37%
Literature 5 9 7 53 74 3.55%
Ed./Schools/Self-Improvement 83 67 17 77 244 11.71%
Correspondence/Communicaticai 6 5 2 71 84 4.03%
Bicycle Equipment 2 5 13 31 51 2.45%
Automobiles 8 5 2 21 36 1.73%
Carts and Harnesses 0 0 0 10 10 0.53%
Boats 3 1 4 12 20 0.96%
Travel 4 8 11 49 72 3.46%
Baby Products 0 1 1 16 18 0.86%
Hardware/Tools 5 0 3 12 20 0.96%
Machinery/Auto Parts 4 1 3 24 32 1.54%
Lawn/Garden 2 1 4 23 30 1.44%
Animals/Pets 0 2 0 15 17 0.82%
Investment Opportunity 6 0 6 44 56 2.69%
Services 3 4 4 52 63 3.03%
Gifts 0 0 0 2 2 0.10%
Mulhide Categories/Combination 2 0 2 14 18 0.86%
Other/Undear 0 2 1 24 27 1.30%
Total 252 400 246 1185 2083 100.00%
Table 1. Ads were analyzed for gender implications. The study asked what kinds of products advertisers linked with 
men, with women, or with either sex. Thesecategorizations revealed a great deal of information about gender roles a 
century ago.
interpreting artifacts. An analysis of archaeological studies in light of the survey results enabled a 
characterization of archaeologists’ ability to accurately connect artifacts with the “appropriate” sex at sites 
that had been investigated for their gender content.
Sites included in the study had to meet particular requirements. Sites were sought that were 
located in the United States (where the publications originated), were occupied between 1890 and 1910 (the 
time-span of the ads investigated) by members of the white, middle class (the magazines’ target audience), 
and where only one sex was primarily present (either male or female). Excavations of male or female 
universities, dormitories, and boarding houses were especially sought out. Single-sex sites were considered 
necessary to the study, in order to firmly establish the sex of an artifact’s owner. Finding places where
Values Used to Target Separate Audiences
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Values in Ads Targeting. . . Males Females Both Males <fc 
Females
Unclear Sex Total Ads 
w/ Value
% of Ads 
w/ Value
Tradition/Old 40 34 23 95 192 9.22%
Chaoge/Modem/New 45 98 69 223 435 20.89%
Industry/Invention/Patented 25 40 23 116 204 9.79%
Consumption 1 2 1 4 8 038%
Patriotism/Democracy 9 10 19 25 63 3.03%
Emulation 13 12 13 23 61 2.93%
Individuality/Autonomy 21 4 5 28 58 2.78%
Work 14 32 22 164 232 11.14%
Material/Business Success 33 26 28 167 254 12.19%
Social Success 3 7 1 6 17 0.82%
Fame/Celebrity 16 26 19 55 116 5.57%
Religion/Morality 22 13 14 21 70 336%
Education/Expertise 112 111 53 274 550 26.40%
Intellect/Judgment 5 12 10 27 54 2.59%
Practical/Sensible 16 20 17 31 84 4.03%
Cleanliness 18 70 30 94 212 10.18%
Pure/Natural 15 48 33 71 167 8.02%
Courage/Aggression 4 1 2 7 14 0.67%
Magic/Imagination 0 4 5 1 10 0.48%
Life/Health 53 104 70 210 437 20.98%
Happiness 31 52 47 84 214 10.27%
Youth 0 6 0 4 10 0.48%
Beauty/Elegance 29 135 61 196 421 20.21%
Friendship/Community 3 5 2 21 31 1.49%
Romance/LoYe/Sex/Maniage 3 15 4 26 48 230%
Parenthood/Family 8 20 30 35 93 4.47%
Home 24 35 15 66 140 6.72%
Paternalism/Charity 0 0 0 1 1 0.05%
Utility/Efficacy 20 28 16 65 129 6.19%
Free Time/Leisure 32 19 17 39 107 5.14%
AfFordability/Thrift/Economy 105 213 135 617 1070 5137%
Durability/Reliability 89 124 96 392 701 33.65%
Protection 8 42 25 79 154 739%
Accessibility 48 112 62 253 475 22.80%
Quality/Best/Biggest 120 187 113 465 885 42.49%
style 10 25 6 26 67 3.22%
Comfort/Fit 49 88 51 122 310 14.88%
Easy/Quick/Coovenient 63 111 82 291 547 26.26%
Safely 17 29 25 75 146 7.01%
Rare/Unique 9 6 6 23 44 2.11%
Exclusivity 51 85 43 210 389 18.68%
Versatility 26 30 26 99 181 8.69%
Variety 70 138 64 288 560 26.88%
Indispensable 4 18 7 26 55 2.64%
Quiet 2 2 7 6 17 0.82%
Etiquette 9 10 2 19 40 1.92
Envy/Competition 1 2 1 1 5 0.24%
Racism 0 2 2 3 7 034%
None 0 1 0 9 10 0.48%
Total 1319 2,265 1,445 5,274 10303 494.62%
Thble 2. The database kept track of the values advertisers used to promote their goods and services to men, women, 
both men and women. It also tracked information on how often goods were not connected with a given sex.
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occupants and visitors of the opposite sex were rigorously restricted, at least in theory, was the only known 
means of establishing the sex of the unknown owners of a large artifact assemblage.
A number of means were used to locate site reports for inclusion in the study. Initially, the stacks 
at the Virginia State Historic Preservation Office were perused, the internet was searched, and newsletters 
of the Society for Historical Archaeology were scoured for references to applicable sites. This approach 
yielded very few leads. Potential studies that were located in this manner were still being written up. The 
sites that were eventually included for analysis were all culled from recommendations on the part of 
members of the Histarch listserve. These “web browsers” proved very helpful in tracking down resources 
from the “gray literature.”
Even so, very few sites meeting the requirements appeared to have been excavated or to have been 
reported to members of the larger discipline. Only three studies were able to be included for in-depth 
analysis here. One, a dissertation by Catherine Holder Blee (1991), provided an overview of the 
archaeology done at a number of sites over the course of the period of study. While her focus was not 
entirely on gender analysis, a number of the artifacts and sites she discussed were applicable to this 
investigation. Also included were two site reports, one about an excavation of a male dormitory/boarding 
house on the campus of the University of North Carolina at Chapel Hill (UNC-CH) and another about a dig 
at two dormitories (among other buildings) on the Washington State University Campus (Samford and 
Davis n.d.; Croes n.d.). The artifacts that surfaced at these male-only and female-only establishments were 
compared to the lists of “masculine” and “feminine” goods compiled through the ad survey.
Archaeological studies were a crucial resource for this comparison of the “ideal” and the “real.” It 
would have been difficult to tease apart the different levels of ideological acceptance of espoused gender 
roles by way of the documentary record alone. Different individuals had varying levels of motivation, 
literacy, and leisure in which to record their thoughts. Everyone, however, used and discarded objects that 
reflected their own understanding of social norms and their sense of personal identity.
It was believed that gendered objects would be notably present in the archaeological record. 
According to Mary Whelan (1991: 25), “Gender should be highly visible in the material record. In order to 
function in a living context, gender categories must be marked, not only behaviorally but materially and 
spatially, because it is normally important to recognize another actor’s gender.”
Even taking the presence of gendered artifacts as a given, and assuming that it would be possible 
to recognize them as such through the lists of “male-oriented” and “female-oriented” goods created in the 
ad survey, several other complications arose in interpreting artifacts through their sexual associations. Even 
by limiting the reports studied to investigations of single-sex sites, there was no guarantee that the artifacts
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actually belonged to the people living there. It was possible that visitations by individuals of the opposite 
sex did occur despite presumed rules regulating or prohibiting such events (Horowitz 1987: 201). It was 
therefore also possible that some of these outsiders disposed of goods during their visits, which could create 
confusion in the interpretations of the assemblages of artifacts collected. This factor was controlled to the 
greatest degree possible by the selection of single-sex sites for analysis, but could not be regulated entirely.
Sometimes it was difficult to tie the artifacts found back to the specific ads in the collection. A 
need exists for more specific identifications of artifacts in reports. Unsurprisingly, very few brand names of 
artifacts were explicitly mentioned in the site reports. No doubt, the non-durable packaging of goods and 
problems with the differential preservation of artifacts complicated such identifications (Mair 1976). Site 
reports often were not specific enough to match artifacts with individual ads, although artifacts could often 
be connected to ads by way of their general product types. For more thorough gendered interpretations of 
artifacts to occur, archaeologists need to learn more about how to identify brands (of toothbrushes, etc.) and 
bring such identifications into reports on a regular basis. They are often missing. Furthermore, not enough 
sites have been dug with a genuine focus on gender, at least for this period.
Also, it was impossible to determine the actual level of consumer choice in the possession of 
specific belongings. It might have been the case in the dormitories and boarding houses that, by virtue of 
the institutional settings and the ages of the inhabitants, people were not picking out their possessions for 
themselves. Schools might have required the ownership of certain items, and parents could still have been 
be providing and selecting many of the essentials. “Whether objects were passively received or actively 
acquired has much to say about the value placed on them within the household, and perhaps, the uses to 
which they were put” (Heath 1998: 3). The students who owned the objects may not have identified with 
them or even used them all that much. This was not a large stumbling block, as the possessions still 
reflected of what items were considered “socially appropriate” for men and women to display, whether they 
actually reflected the opinions of the students themselves, their parents, or the establishment. The 
belongings studied still have bearing on gender issues, but they may not entirely have represented the 
perspective of the students or, therefore, their sense of personal identity.
Efforts were made refrain from over-interpreting the evidence. Many goods, like necessities, were 
probably bought without any regard to gender. Even some items that were bought under the influence of 
gender roles were probably not bought with any awareness of such restrictions. As Helen Damon-Moore 
(1994: 8) has written, “people are not highly gendered beings every moment of their lives; as Denise Riley 
notes, it is ‘not possible to live twenty-four hours a day soaked in the immediate awareness of one’s sex.’
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This does not mean that the culture fails to designate some behaviors and attributes as womanly and some 
as manly. Nor does it mean that individuals never view themselves in gendered ways.” It does mean, 
however, that people are not always aware that the things they do and the objects they buy are sometimes 
driven by their own and by societal expectations of gender. It would be false to argue too strongly a 
constant conscious effort to conform to or to defy gender expectations on the part of those who lived at the 
sites being studied.
The Approach and the Purpose
In summary, a contextual study of advertising has been proposed as a model for examining 
ideology in the material record. An ad survey has been used to investigate whether different groups of 
white, middle-class, tum-of-the-century Americans actually displayed “appropriate” gender role behavior 
as prescribed by the media, by owning or using the products associated with their sex. Whether or not this 
ad information might improve archaeological interpretations of gendered artifacts and gendered lives at the 
turn of the twentieth century has also been examined. First, however, ads were used to compile lists of 
objects according to their associations with either males or females.
CHAPTER II 
AD SURVEY
A series of ads were analyzed according to whether the products listed in them were targeted to 
males, females, or both (for full listing see Appendix C). The kinds of objects and the content of the 
statements directed at either males or females were studied for what they indicated about social 
expectations of gender behavior. The surveyed advertisements did connect objects with a series of ideas 
about what men and women could expect to own and the dreams they could hope to fulfill. They yielded a 
great deal of data detailing distinctions between what was considered “normal” behavior for men and 
women in the past, in their possessions as well as in their everyday actions and goals. Comparison of the 
data by targeted sex and by magazine also immediately pointed out distinctions between scholarly 
interpretations of the past and reality.
Historians have firmly established women as the primary purchasers of the day. Many historians 
have argued that, by the end of the nineteenth century, women were perceived as the primary buyers of 
products in the family. Women were partially defined “by consuming well, by choosing, buying, using, and 
helping family members use the right products in the right ways” (Damon-Moore 1994: 186-7). Men were 
expected to provide enough funds for these expenditures and women held a new degree of discretionary 
spending power (Damon-Moore 1994: 155,177). This was a new turn of events:
Only gradually did the customs loosen that bound fashionable urban ladies in the late eighteenth century to their 
houses unless accompanied by a male escort.. . .  Well into the nineteenth century, men did most of the shopping 
for the household, and some business districts were considered almost exclusively male terrain. (Kasson 1990:
117-18)
By the end of the nineteenth century, however, many department stores and shops catered primarily to 
women. The “Ladies’ Mile” in New York, for example, was made up of a row of shops which stretched 
along Broadway from 14th to 23rd street. Women, of course, were the prominent consumers there (Kasson 
1990: 131). Some department stores even created separate entrances and departments for men, so that they 
would not suffer the embarrassment of being seen shopping by women (Kimmel 1996). By 1910, women 
were firmly established as the family shoppers. “Women not only could consume, but they were 
fundamentally defined as consumers” (Damon-Moore 1994: 189). Furthermore, marketers considered 
women “the clear audience for most nineteenth century advertisements” (Loeb 1994: 5).
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These scholars have implied that advertisers attributed to people of the day a veritable “Me Jane, 
You Tarzan” complex when it came to shopping.1 Historians have portrayed women of the day 
aggressively stalking the best bargain, confidently navigating through a forest of goods, and avoiding the 
brambles, briars, and thickets of consumption through comparative shopping, bargain hunting, and 
haggling. In this way, women provided their families with the necessities of survival. Men, in contrast, 
have been represented as moneyed but helpless beings in the store. They have been depicted as hesitant, 
uncertain, awkward bystanders in the unfamiliar terrain of the marketplace, which presented a bewildering 
array of goods.
Manufacturers and ad-men did possess this sentiment to an extent. Nathaniel C. Fowler, Jr., who 
apparently penned the first books of advice on advertising in the 1880s and 1890s, once wrote that “A 
woman who would not read advertisements would not be a woman, consequently all women read 
advertisements. Woman buys, or directs the buying of, or is the fundamental factor in directing the order or 
purchase, of everything from shoes to shingles” (Presbrey 1968: 317-18).
While advertisers may well have viewed women as prime targets for marketing campaigns, 
however, the “Me Jane, You Tarzan” categorization is much too simplified to accurately suggest the actual 
state of affairs. In spite of this portrayal of events, ad analysis shows reality to have been much more 
complicated. Advertisers did not entirely dismiss men out of hand.
From what can be ascertained, the status of male and female consumers in the eyes of advertisers 
was mixed. A breakdown of the ads by the targeted sex and by the orientation of the magazine shows that 
to have been the case. It is true that, of the ads that did indicate the sex of the intended consumer (898 total, 
or 43.11% of the database), more ads did tend to target women (44.54%) than men (28.06%) overall, with 
still fewer ads (27.39%) selling to both male and female readers (see Figure 6).
Marketers obviously respected women as consumers. Products marketed exclusively for female 
use hovered at a respectable margin (between 17.12% and 22.34% of the monthly database) as time passed. 
Male ads, on the other hand, maintained only a slight presence at the start but appeared more often as time 
went on (starting at 5.29% of the monthly database in 1893 and climbing to 16.75% in 1908). Men were 
gaining prominence, during this time, in avid advertisers’ eyes. Thus, while women were intended to use 
an impressive margin of the goods for sale, men were recognized to have wants and needs as well (see 
Figure 7).
Scholars can perhaps be forgiven for assuming that women were always the main focus of sales
departments. If they were looking only at a collection of ads from female periodicals or a combination of
female magazines and male or general-audience magazines, this likely was true. Not only were female- 
1 Tarzan’s creator, Edgar Rice Burroughs, interestingly enough began his career as an ad-man, writing copy. His first Tarzan 
story appeared in 1912, soon to be followed by 25 books on the character (Merriam-Webster, Inc. 1995:188).
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Figure 6. Advertisers did sometimes associate Figure 7. Ads targeting female consumers appeared regularly
products with a particular sex. When this did throughout the period. Ads targeting male purchasers occurred
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oriented goods more frequently for sale in the overall database in the study, but they were also more often 
advertised when looking entirely at the 909 ads published in the Ladies’ Home Journal, as well. Of the ads 
in the LHJ which indicated the sex of the intended user (414 or 45.55%), “women’s products” were 
overwhelmingly for sale (62.56%). A further 26.81% were gender-inclusive goods, to be used by both 
women and men, and a very few (10.62%) were items of interest to men alone. This was not the case in the 
1,174ads in the more male-oriented magazine in the study. Collier’s Weekly possessed 484 ads (41.21%) 
that provided information regarding the sex targeted to use the goods for sale. Of these, a majority 
(42.98%) of the ads sold items that were intended for male use, while 29.13% sold goods to be used by 
women and 27.89% advertised possessions for both men and women (see Figure 8).
The prices of the goods targeted to men and to women also reflected their varied roles in the eyes 
of industry. Only 35.29% (735) of the items listed for sale in the magazines named their prices. Of these, 
most of them by far (74.42%) were in the “inexpensive” category ($5 or less), A few (16.87%) were mid­
range in price (From $5 to $100). Only 8.71% of the goods could be classified as expensive ($100 and up).
The terms “inexpensive,” “mid-range,” and “expensive” are entirely subjective. To place matters 
somewhat in perspective, members of the middle-class might have earned anywhere from $2 to $50 a day -  
at least according to those ads that were recruiting workers, as w'ell as selling products. To those for whom 
$5 represented a day’s work, a product of the same price might not have seemed “cheap” at all. The terms, 
therefore, refer only to an item’s price relative to other goods, and not to the buyer’s point-of-view.
Most women’s products fell into the extensive inexpensive category. This held true for men’s 
products, as well, but to a lesser extent. “Masculine” goods were more frequently tailored towards mid-
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range and expensive goods than “feminine” items were (see Figure 9). This division of goods along cost 
lines says something about the relative status of male and female consumers. It suggests that manufacturers 
considered women to have been more frequent purchasers -  at least of everyday items. Men, on the other 
hand, were catered to in the marketplace. While the medium-priced and expensive goods did not reflect a 
large percentage of the total products for sale, they did represent some fairly prestigious purchases. Men 
were either considered to be firmly in control of the purse strings or more in need of prestige goods (at 
work, in the business world, and socially). The data suggests that men were viewed as making some very 
important decisions where the overall family interests were concerned, such as where to live and where to 
invest. Males may also have had more opportunity to enjoy expensive toys and privileges (such as motor 
vehicles and an advanced education).
Ad size could have been another indicator of customer deference on the part of advertisers, 
because it would have cost more to insert a larger ad in a publication. Both male- and female-oriented 
goods were overwhelmingly represented by “small ads” (taking up one-third of a column or less room). A 
marginally larger percent of the female-targeted ads were “medium sized” (a half-column to three-quarters 
of a column in length), while a marginally larger percent of the male-oriented ads were categorized as 
“large” (a column to a full page long). Products did not seem to receive special treatment in ad size 
according to their gender orientation (whether “masculine” or “feminine”)- There was little difference in 
how much an advertiser was willing to pay to promote a female-oriented product as opposed to a male- 
targeted one. In terms of ad size, businesses spent approximately the same amount of money to advertise 
male-oriented goods as they did to promote their female-associated stock (see Figure 10).
Repetition of ads might also have been a sign of advertiser preference, in that it reflected an 
advertiser’s willingness to pay money to present a product to either men or women again and again. Only a
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Figure 10. Manufacturers spent approximately the same amount of money to target men 
and women. They did not invest in larger ads to sell goods to either sex, to any noticeable 
extent
small percent of the ads in the database repeated (13.01%). These repeated ads all originated from Colliers, 
as a result of it being a weekly magazine. They most often appeared only a second time, but sometimes 
they recurred three or four times in a given month. Ads for male-oriented products and products targeted 
for both men and women were more likely to repeat than ads for women’s goods. Perhaps this is not 
surprising, since Collier’s was a male-oriented magazine and more male ads than female ads appeared in it. 
Because the female periodical investigated did not also possess repeated ads for comparison, this factor 
cannot be weighed too heavily in determining male and female status in the marketplace.
In the database overall, male-targeted ads and gender-inclusive ads received slightly more 
placement preference than female-targeted ones. They were more likely to appear on the inside covers and 
back covers of a magazine. Female-oriented ads dominated the less-expensive interior pages. The fact that 
male-targeted ads were more likely to be located in these coveted spots can be attributed to several things. 
To begin with, editors and manufacturers were to some extent tailoring the ads to the audience. The Ladies’ 
Horne Journal did provide placement preference to female-oriented and gender-inclusive goods. This is 
not, however, reflected in the overall numbers, in part because the weekly magazine tended to fit more ads 
into the coveted locations than the women’s monthly magazine did. Additionally, Colliers, by virtue of 
being a weekly, had more issues and thus more back covers and inside covers to fill than did the Ladies’ 
Home Journal. Since it possessed more male ads overall, it stands to reason that male-targeted ads were 
over-represented in these prized spaces. Since “masculine” products were more frequently expensive 
goods, it may also have made more sense to manufacturers to spend more money advertising them. So,
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placement preference of male-targeted and gender-inclusive goods over female-oriented ones may be 
accounted for by reasons other than sexual status.
Nevertheless, it is clear that marketers did not despair that boys and men would ever buy and use 
their goods. They marketed merchandise intended for males, especially publishing ads for these items 
where they would do the most good, in a male or general-audience magazine. In fact, the number of 
“masculine” products advertised only increased as time passed. Pricey “prestige” goods catered 
substantially to men. For the appropriate audience, manufacturers of male goods willingly paid extra 
money to have their products printed in coveted locations, where they were considered most likely to be 
seen.
“Feminine” products still outnumbered male goods. Women and girls were considered most likely 
to use inexpensive, everyday items, and thus were frequently the recipients of advertising messages. In 
reality, however, they did not replace men in the marketplace altogether. Both groups had a distinct role in 
the exchange of goods and services, as far as marketers were concerned. Neither the “Me Jane, You 
Tarzan” scenario, with women as the providers of nearly all store-bought goods, nor the more commonly- 
recognized “Me Tarzan, You Jane” construction, identifying men as the family providers, accurately depicts 
the actual circumstances of the day.
The structure (percent, price, size, repetition, and placement) of the ads investigated indicates a 
number of things about male and female status in the marketplace. Beyond status, though, what did the ads 
have to say about male and female roles within the material world a century ago? Were the items that men 
and women were expected to buy dictated by their positions in society? What did the ads and the objects 
suggest were “proper” male and female social roles?
Male-Oriented Ads
Certain categories of goods more frequently consisted of male-oriented products. These 
categories included: alcohol and tobacco; toys and games; firearms; education and self-improvement; 
correspondence and communication; automobiles; hardware and tools; machinery and auto parts; and 
investment opportunities. Interestingly, the kinds of products more frequently associated with males 
primarily involved fun and danger, potential violence, careers, mobility, money, and technical know-how. 
These qualities seem to have been linked to men through specific ads, as well.
From the ad sample reviewed, rough-and-tumble playfulness appears to have been regarded, 
overall, as a male trait. Alcohol ads, which predominantly targeted the male population, encouraged men to 
pursue good times. Cook’s Imperial Extra Dry Champagne exhorted “Let every good fellow now drink up 
his glass” (Hapgood 1903d: 27). Happiness was very much touted as a goal to be encouraged in boys. The
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Michigan Buggy Company exhorted parents to “Buy Your Boy a Pony Rig” 
in order to keep him happy and robust: “What else could give him so much 
pleasure? What else could give him so much health?” (Bok 1908: 71). A 
clothing ad displayed an image of a boy wearing knee-pants and a jacket and 
holding an extra pair of britches. The caption said “Happy boy because he 
has ‘Our Combination’” (Bok 1893: 36). Likewise, the Park Avenue Institute 
promised that in their school “Boys are happy and studious” (Hapgood 
1903d: 21).
Objects sold as male possessions frequently took on an adventurous 
air. A thermos ad showed two men sharing a beverage in the great outdoors. 
The text related the adventures of two famous explorers: “Richard Harding 
Davis, the famous author, carried ice in THERMOS bottles into the heart of 
the Congo jungle in Africa, where the temperature is 120° F. Lieut. Robt. E. 
Peary, the famous arctic explorer, kept liquid nourishment boiling hot in 
THERMOS bottles at the northernmost point ever reached by man” (see 
Figure 11). Another ad employed an excerpt from Three Years in Savage 
Africa, detailing how Beecham’s Pills saved the author from a dangerous 
fever in a distant locale. It described a 7,000 mile journey from Capetown to 
Mombassa and stated that “this ‘unique journey’ would probably have been 
cut short, and . . .  ‘its vivid record’ would never have been penned had not 
Mr. Lionel Decle provided himself with a supply of Beecham’s Pills” (Collier 
1898c: 22). The Chicago Motor Vehicle Company, for its part, reprinted a 
letter by a customer relating the experience of cresting “Long’s Peak” in one 
of its vehicles. After describing the difficulties of the terrain in some detail, 
the author of the letter bragged: “This is said to be the first automobile that 
ever made a successful trip over this road; there have been dozens of trials 
but all have hitherto failed” (Hapgood 1903b: 23). Other automobile ads 
listed numerous races their vehicles had won, dangling the excitement of 
competition as a lure for men to purchase vehicles. The inference in each 
case was that average men might well flirt with danger and experience a little 
adventure of their own simply by buying the product in question
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Figure 11. Male ads 
encouraged men to pursue 
adventure through 
material acquisition 
(Hapgood 1908a: 27).
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Activities for males also 
focused frequently on athletics. When 
ads depicted individuals involved in 
sports, they were nearly always men. 
An ad for bicycle seats (“saddles”) 
pictured a male Olympian in sandals 
and robe, leaping as if for a long jump 
in an arena. The text pondered how
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Figure 12. Commentary focused on sports and athleticism, in ads for 
“masculine” products (Hapgood 1903c: 20).
much more exciting the ancient games 
might have been if the Olympics had 
only included “the grandest of all sports -  contests on the wheel” (Bok 1898: 35). A number of ads showed 
men wading into streams with their fishing poles. One such ad claimed that “FISHERMAN’S LUCK often 
includes a combination of wet feet, hunger, a light creel and a plentiful supply of hard luck stories. The 
lucky fisherman is the one who provides himself beforehand with the consoling companionship of Dewar’s 
Scotch WHISKY” (see Figure 12). U.M.C. Ammunitions, promoted to the hunter as “quail killers,” were 
hailed as “the acme of luxury in the gun of the modem sportsman” (Hapgood 1903c: 22). Many of the 
schools overseeing the education of boys emphasized their physical training and sports programs -  what the 
Tennessee Military' Institute called “manly athletics” -  as much as or more than their academics (Hapgood 
1908b: 26).
Ads for male-oriented goods tended to glorify strength in males. Manufacturers of a “Regatta 
Wash Suit” promised that the fabrics would hold up under “the wear and tear of the most strenuous boy” 
(Bok 1908: 56). One ad promising “Strong Arms” depicted a muscular, bare-chested man striking a pose in 
order to sell charts showing how to perform upper body exercises to “quickly build up shoulders, arms, 
forearms, and hands without any apparatus” (Hapgood 1908a: 30). An Ivory Soap ad likewise celebrated 
the ideal of male strength and vitality. It depicted and described a man cutting grass with a “sturdy arm,” 
declaring that “each stroke strong robust vigor proves” (Bok 1893: 40). In the end, the man wiped his brow 
and headed to the well where “He blesses water, blesses home,/ And blesses good clean Ivory' Soap” (Bok 
1893: 40). Like ads for women’s goods, male ads peddled ideal body images as well as a product.
This focus on strength and competitive fun in males was laced with an undertone of danger, 
ruthless aggression, and potential violence in other ads. In fact, ads -  particularly those selling firearms 
(always to men) - tended to glorify male violence and competition. One ad carried a drawing of two 
cowboys. One of them huddled behind a boulder shooting at the other one, who ran towards him. The
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Figure 13a (left) and 13b (below). Two firearms ads 
indicate that male rowdiness and violence was 
accepted and actively encouraged 100 years ago 
(Hapgood 1093d: 2; Hapgood 1903c: 22).
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accompanying text stated that “CHEAPLY made revolvers may be all right to look at, but when it comes to 
a question of “My life or his” the revolver needed is the SMITH & WESSON” (see Figure 13a). Aside 
from their handiness for killing people, guns were also apparently considered an appropriate way to have a 
good time on the fourth of July: “THE GLORIOUS 4th will soon be here when every boy will want to make 
a noise. Don’t run chances of lockjaw using a toy pistol but buy a Young America Double Action 
REVOLVER” (see Figure 13b). Another gun ad similarly offered shooting as an appropriate pastime for 
the fourth, but warned, “cheap firearms are dear at any price -  and dangerous” (Hapgood 1908c: 25). A 
Parker Brothers game entitled “The War in Cuba” was, meanwhile, advertised as “AN EXCITING 
BATTLE GAME FOR BOYS” that “Comes with PISTOLS and WOODEN AMMUNITION for the 
purpose of knocking over the SPANISH or CUBAN SOLDIERS who form the contesting armies in the 
game” (Collier 1898a: 24).
Though violence for males was not expressed as a particularly negative trait, other ads indicated 
that boys were getting into trouble and were perhaps having a bit too much fun. Schools for boys and 
young men promised discipline. Many of them were military institutions overseen by members of the
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armed services and hailed by the War Department. As might be expected, many of these schools appeared 
very strict. The Bordentown Military Institute, for example, proclaimed “No compromise on liquor, 
hazing, or tobacco” (Hapgood 1903d: 21). The Todd Seminary for Boys promised “For every Todd boy a 
cultured gentleman and a good citizen” (Hapgood 1908b: 25). The Lake Forest Academy emphasized 
“Eveiy hour of the day wholesomely occupied” (Hapgood 1908b: 25). Maplewood, for its part, “Wakes up 
Boys to [the] duties of life” (Hapgood 1908b: 25). Mercersburg Academy claimed to inspire boys to 
“Christian manliness” (Hapgood 1908b: 25). Morgan Park Academy, “a military preparatory school for 
boys,” bragged that it was located in a suburb of Chicago where there were no saloons, and offered to 
provide “a thorough grounding in the fundamentals that make for manly, intellectual development” 
(Hapgood 1908b: 26).
Ads showed that wide-ranging job opportunities were open to men of the day. An assortment of 
studies was available to males through universities. Notre Dame, for example, offered classes in “Classics, 
Letters, Economics and History, Journalism, Art, Science, Pharmacy, Law, Civil, Mechanical and Electrical 
Engineering, Architecture, Thorough Preparatory and Commercial Courses” (Hapgood 1903d: 21). 
Vocational training schools were also available. One ad bragged that “Any boy can enter the Trade Schools 
of Winona Technical Institute. Over five hundred boys are now learning the trades of their choice: - 
Foundry, Printing, Tile-Setting, Lithography, Painting, Machine Trades, Engineering Courses, Pharmacy, 
Chemistry, Bricklaying, and others” (Hapgood 1908b: 22). Another ad pictured an Uncle Sam figure 
proclaiming “YOUNG MAN YOU ARE WANTED AS A RAILWAY MAIL CLERK, Postal Clerk, 
Stenographer, Typewriter, etc.” (Hapgood 1908b: 27). A home study course by the New York School of 
Automobiles vowed that “IN TWO MONTHS we can fit you for a position as Professional Chauffeur, 
Salesman, Garage or Repair Shop Manager” (Hapgood 1908d: 5). Other ads promised to teach men the 
mercantile business, the collection agency business, the barber trade, and to outfit them for a number of 
sales and service positions, or for government employment, such as the armed services.
A watch ad, in particular, succeeded in denoting the class tensions separating the men of the day 
by virtue of their various professions. In it, a picture displayed three men, one with a sledgehammer over 
his shoulder, one dressed in a suit and bowler hat, another with a stick in hand, all standing together around 
an oversized timepiece. They each held a watch. The text proclaimed “A COMMON GROUND OF 
SATISFACTION” discovered amongst the apparently diverse men: “The business man, the laborer, and the 
athlete meet in approval of THE INGERSOLL DOLLAR WATCH” (see Figure 14). The undertones 
suggested that a meeting of these people for any reason was so unlikely that the occasion was worthy of 
note.
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Ambition and a desire for betterment were drives that male- 
targeted ads dwelled upon. An ad for the International 
Correspondance Schools showed a man in work clothes breaking 
through the side of an oversized metal pail. The text urged men to
STEP OUT of the Dinner-Pail Class .. . You may not carry a dinner-pail, 
but if you are poorly paid and dissatisfied, you are no better off than the 
man who does. STEP OUT! Here’s your chance to step out of the dinner- 
pail class forever - a chance to move higher - to become an expert - to 
succeed in life. . . . Thousands of men have, through the help of the 
International Correspondence Schools, advanced to better positions, higher 
salaries and more helpful lives. (Hapgood 1908b: 27)
Such ads sought to engender dissatisfaction in their readers regarding 
their current circumstances, that they might perceive a need for the 
advertised product to help them advance.
“Success” was a concept that figured prominently in 
male-targeted ads. The Bordentown Military Institute declared that 
“Ever}' boy is urged to point to a definite goal and work hard for 
success. Our aim is to so direct his efforts that all his latent talents and power may be developed”
(Hapgood 1903d: 21). The Dickson School of Memory stated that “Success in all phases of life comes to 
him with a good memory' and eludes him with a poor one” (Hapgood 1903d: 20).
This much-sought-after success was primarily defined as occurring in the business community for 
males. Many of the ads soliciting to men were work-oriented. The Webster’s International Dictionary7 was 
promoted as serving the needs of the “professional man” (Bok 1893: 17). A magazine on book-keeping 
was also geared towards “office men” (Bok 1898: 37). Marketers offered men filing systems in order to 
rescue their correspondence from cluttered desks and to keep important items “all in order” (Hapgood 
1903a: 24). Text promised that a “speedy, accurate, and simple” product called the Addressograph would 
produce for harried businessmen “THE WORK of twenty clerks” (Hapgood 1908a: 7). The Press Co. 
depicted a smiling man with the Excelsior printing press, and promised that it was a “Money saver, maker” 
(Hapgood 1908a: 30). Manufacturers of Old Hampshire Bond Paper meanwhile advertised their product as 
the standard paper for business stationery. The ad stated that “Just as every intellectual man appreciates 
intelligence, every man that uses fine business paper appreciates every other man’s use of it” (Hapgood 
1908d: 24). The product was touted as a tool for advancement, as a means of impressing others. The 
Hampshire Paper Company thus claimed that the bond paper was “a sort of passport among the best 
business circles. It proclaims the fellowship of the substantial and the refined. That it pays always to use
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Figure 14. This watch ad suggested 
that differing occupations resulted in 
class tensions for men, but purchasing 
the right products could help men to 
overcome such social barriers 
(Hapgood 1903d: 28).
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OLD HAMPSHIRE BOND for commercial stationery is the testimony of prudent business men” (Hapgood 
1908d: 24). Ads suggested that success could be measured according to the productivity and respect gained 
through product purchases.
Advertisers also measured success in materialistic ways, through economic advancement and the 
possession of prestige goods. Males tended to be the most common targets of ads for expensive goods and 
“prestige” items, such as an automobile or an education. They were also the primary focus of business 
opportunity ads selling items that were considered “investments,” such as stock, real estate, and businesses. 
The Harvey Land Association directed its real estate spiel entirely to male buyers:
Harvey is the one spot in America for the working man to build himself a home and a fortune. Certain of work, a home on 
easy terms, next door neighbor to Chicago, with schools, churches, electric streetcars, cheap fuel, and no saloons, it is the 
wage-eamers paradise. And the man who wants to place his money - much or little - where rapid increase is a sure thing, 
can’t afford to shut his eyes to Harvey. (Bok 1893: 32)
Moving Picture Machines were heralded as “opportunities for men with small capital” and offered “BIG 
MONEY Entertaining the Public” (Hapgood 1903b: 20). An advertiser purporting to set men up in a 
profitable business queried “ARE YOU A PRODUCER, AND WHO FOR? Some men make from $2000 
to $5000 per year and get it; others earn every bit as much but don’t get one-third of it because they have 
got into a rut and never seem to realize that it’s possible to get out” (Hapgood 1908a: 26). Another ad 
scoffed “ARE YOU SATISFIED WITH YOUR PRES-ent income? You can vastly increase it by taking the 
Sheldon Course in Scientific Salesmanship” (Hapgood 1908d: 4). A real estate offer for land in Texas 
urged men to believe “10 acres in high priced winter crops and citrus fruits, [were] equal to 160 acres 
northern farm lands, thus placing the man of limited means on a level with the rich farmer in the North” 
(Hapgood 1908c: 5).
Perhaps as part and parcel of defining male struggles to get ahead as a central preoccupation, 
advertisers communicated to males a need to mimic celebrities, particularly upper-class men, in what they 
did and what they owned. Previous scholars have recognized that a desire to emulate one’s “betters” has 
recurrently motivated consumption (see Loeb 1994). This compilation of ads indicated, however, that ads 
addressed this desire slightly more frequently when targeting men. The actual quantity of times the value 
was discussed in male-associated ads (only once more often than in ads targeting women) appears slightly 
more pronounced when one considers the smaller number of male ads in the database. These messages to 
emulate the upper classes were often quite obvious. The A.B. Chase Co. unsubtly argued that Senator Flinn 
“one of Pittsburg’s wealthiest and best known citizens” and President McKinley both owned one of its 
“celebrated Chippendale style” pianos (Bok 1903: 41). The Prudential Insurance Company boasted that L. 
Rodman Wanamaker, John Wanamaker, and John M. Mack were clients for $1,000,000, $1,500,000, and
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$1,250,000 respectively (Hapgood 1903b: 2). Pommery 
Champagne’s presence at an affair hosted for King Edward VII by 
France’s Minister of Foreign Affairs was widely disseminated 
(Hapgood 1903: 23). The French Tobacco Company 
named its product “The Aristocrat of Smoking Tobacco” (Hapgood 
1908c: 22). A memorable ad for Van Houten’s Cocoa depicted a 
little boy dressed up as an adult male aristocrat, in tight breeches, 
vest, coat, boots, and a top hat, with a big stuffed belly, daintily 
holding a mug. The cocoa manufacturers represented their product 
as holding “vast superiority over others” (Chambers 1893d: 16).
Gold Lack Champagne, meanwhile, was heralded as the beverage of “Your Grandfather’s father, and other 
fine gentlemen of the old school” and was professed to be “now as then the wine of connoisseurs and 
aristocrats the w'orld over” (see Figure 15).
Character was viewed as important in men. The formation of male character was a frequent 
selling point for male-oriented objects. Chas. Eisenman & Co., producer of “Boys Waists and Blouses” 
argued that “A Boy’s Leadership among boys is a question of character, and clothes count more in molding 
a boy’s character than most persons think. No boy can respect himself in cheap, ill-fitting waists” (Bok 
1903: 41). Several ads made a point to emphasize that their customers were gentlemen. Cigar cutters were 
promoted as “the most useful present that could be given a gentleman,” and Hunter Baltimore Rye was 
represented as “The American Gentleman’s Whiskey” (Chambers 1893a: 16; Collier 1898b: 22).
Although character was important, ads pointed out that it was all too often lacking. Men were 
seen as rather less than perfect. Men possessed a variety of weaknesses. One ad for lead paint intimated 
that men who did not order their product were lazy and dishonest. It remonstrated that
The man who pays the bills should not shirk the responsibility of choosing the paint. True, the painter ought to know paint 
better than the banker, the professional man or the merchant, and if he is a genuine, trained painter, he does know. The 
trouble is, the houseowner often deliberately bars the competent, honest painter from the job by accepting a bid which he 
ought to know would make an honest job impossible. (Bok 1908: 71)
Men were regarded as strongly in need of personal improvement.
The consumption of alcohol and tobacco was one area that advertisers often recommended 
improving upon. Alcohol and tobacco products were among the most frequently advertised product 
categories for men and were considered a flagrant example of male weakness. Many ads pointed to male 
usage of these kinds of products in derogatory' ways. Sometimes it was considered to be an example of 
poor judgment. Makers of Van Houten’s Cocoa commented that “Poor Tam O’ Shanter wouldn’t have got
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Figure 15. Advertisers encouraged men 
to emulate the upper-classes in their 
purchases (Hapgood 1903a: 19).
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roaring fou and catched wi warlocks, if 
he had ta’en Kate’s advice” by making 
use of their non-alcoholic product (Bok 
1893: 25). Alternative beverages were 
offered to the male population. Hire’s 
Root Beer advertised itself as “the great 
American temperance beverage” 
(Hapgood 1903d: 23). In other instances 
alcohol and tobacco habits were viewed 
as a failure of men. The Sterling 
Remedy Company ran a series of 
persuasive ads for No-To-Bac,
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Figure 16a (left) and Figure 16b (right). Many ads chastised men for 
their weaknesses, including these No-To-Bac ads that promised to cure 
men of their tobacco addictions (Collier 1898b: 22; Chambers 1898c: 
23).
encouraging men to give up smoking 
and chewing. It commanded men 
“DON’T TOBACCO SPIT OR SMOKE YOUR LIFE AWAY,” offering help for “the man who wants to 
quit and can’t” (Chambers 1893d: 14). The manufacturer claimed that the product was “just the thing for 
the weak, nervous man” and was “truly a man-maker” (see Figure 16, a-b).
Ads addressing male health agreed that in reality men possessed weaknesses and were therefore 
less than ideal. Men’s health was a subject of extreme focus and concern. One product, advertised as “A 
BOOK FOR EVERY MAN,” discussed “EXHAUSTED VITALITY and all NERVOUS and PHYSICAL 
DISEASES OF MAN” (Chambers 1893a: 15). The text proclaimed: “Read it now, every WEAK and 
NERVOUS man, and learn to be STRONG, VIGOROUS and MANLY. HEAL THYSELF!” (Chambers 
1893a: 15). The “O-P-C suspensory” promised men that it would remove a mysterious male strain that 
resulted in “a big loss of energy” (Hapgood 1903c: 22). Wearing the product would “increase your 
capacity for work, your endurance, your vitality and nerve energy.” (Hapgood 1903a: 23). R-E-Z 
Pneumatic Soles, on the other hand, were to be purchased because “it makes a vast difference to the man 
who wears them -  the difference between buoyancy and depression” (Hapgood 1908b: 21).
Some ads catered to another male weakness -  vanity. Clothing and beauty and toiletry ads fell 
into the top ten categories for male goods. The beauty and toiletry products targeted specifically to men 
were somewhat narrower in scope than those for women. They included soaps, toothpastes, shaving 
products, and hair loss remedies. Nevertheless, they, along with male clothing ads, suggested that men, too, 
cared about producing a positive personal appearance. An ad for Evans Vacuum Cap, for example,
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promised to stop hair from falling out and to produce new hair growth for balding men (Hapgood 1903a:
23). Kaufman’s line of “Campus Togs for Young Men” meanwhile emphasized that they were “designed to 
bring out, enhance and emphasize to the fullest extent the manly beauties of a man” (Hapgood 1908d: 22). 
Although style was an appeal most frequently used to encourage women to purchase an item, men were by 
no means considered nonchalant about how they looked.
A number of ads indicated that an intensive etiquette of proper dress existed and that men were 
concerned about being turned out appropriately. A hat band producer recommended that men “Get the 
correct hat band -  made by WICK, hat band maker to Colleges, Clubs and smart dressers everywhere” 
(Hapgood 1908a: 31). Corliss, Coon & Co., offering “all popular collars,” suggested that men wanted to be 
informed about “Correct Dress” (Hapgood 1903c: 20). Linene Collars and Cuffs were “worn by the best- 
dressed people” (Bok 1893: 36). Hart, Schaffner & Marx, selling a blue serge suit, stated that “Every man 
who cares for his personal appearance” should order their clothes (Bok 1898: 18).
Several clothing ads attempted to make men feel self-conscious about their appearance. The 
Slein-BIoch Co. encouraged men to pursue fashion, slating “no man’s case is hopeless, unless he is so far 
out of the normal that any kind of fashionable fit is impossible” (Hapgood 1908a: 24). Chas. Kaufman & 
Bros., presenting pre-shrunk garments, asked men how they felt wearing coats with wrinkled collars: 
“Weren’t you ill at ease and always conscious of the way that collar looked?” (Hapgood 1908b: 2).
Products were also sold to men on the basis of their technical merit. The Cadillac Motor Car Co. 
described the “interchangeability test” its vehicles had undergone, in which three cars were dismantled and 
the parts were heaped into one pile, out of which three other cars were recompiled. The fact that these 
automobiles worked smoothly was claimed to be a success of “the severest test of mechanical excellence 
and accuracy to which an automobile was ever subjected” (Hapgood 1908b: 4). The B.F. Goodrich Tire 
Co. also claimed that its tires were well-built and dependable: “Start with Goodrich Equipment and you 
will finish with it” (Hapgood 1908a: 4). Hardware and tools were more frequently sold to men than to 
women. Such products included posthole diggers, pocket knives, drill bits, and a concrete block machine.
Men’s roles, then, as depicted in the ads, revolved around good times, strong bodies, travel and 
discovery, competition and aggression, upward mobility in career, cash, and renown, a constant struggle 
with character, an interest in appearance, and a desire for technical capability.
Women’s products sent very different messages about the female role in society. Women were not 
expected to roughhouse and carouse, climb the career ladder, conquer new lands, or exhibit skills with 
machinery, in quite the same way as men. Rather, ads delivered to women a set of messages all their own.
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Female-Oriented Ads
Product categories that more often contained female-oriented products than male included: 
household products and cleaners; appliances and furnishings; clothing; dry goods, sewing, and crafts; 
beauty and toiletries; food and drink; literature; baby products; animals and pets; and services. These kinds 
of goods were most directly associated with the home front: the cleaning and decorating of self and 
surroundings, hard work, “leisure time,” and a nurturing attitude.
Ads sometimes did depict or describe female enjoyment of sports, such as bicycling, golfing, 
swimming, boating, tennis, and basketball. More often, however, they focused on female fragility and ill 
health, portraying women as too weak and exhausted to participate in active fun or essential labor.
The women in the ads were often overworked or overwrought, frequently to the point of physical 
harm. In fact, women were occasionally associated with the handicapped. The Fairy Tricycle, for example, 
was advocated for use by “CRIPPLES, Ladies and girls,” while the Plymouth Rock Squab Co. claimed that 
raising squabs was “Easy for women and invalids” (Bok, 1893: 41; Bok 1903: 38). An Ivory Soap ad 
pictured several couples on a boardwalk overlooking the ocean. Two of the three women were sealed in 
wheelchairs (Bok 1908: 4). Ads were also forever describing women as “dainty” -  another means of 
calling them “delicately pretty” (Guralnik 1984: 156; see Bok 1908: 51).
Female physical fragility took numerous forms. In an ad for Allcock’s Porous Plaster, a woman 
seated at her sewing machine clutched at her waist. The text offered relief from side-stitches among other 
maladies, “a comparatively small pain, but its frequent occurrence wearies the flesh, exhausts the nerve 
force and magnifies the pile of unfinished work” (Bok 1893: 31). Makers of Gold Dust Washing Powder 
also displayed a concern for women’s health, writing, ‘The housewife’s duties are harder than men realize. 
Cleaning alone is a constant tax on her strength, a never-ending task” (Bok 1898: 33). Another ad 
presented a sketch of a naked woman, seated upon a stool in the open door of a vapor bath that was claimed 
to cure “Colds, Rheumatism, Neuralgia, La Grippe, Eczema, Female Ills, Nervous and Skin Diseases” 
(Collier 1898a: 23).
Other ads focused more on women’s mental health. Some ads presented women as excessively 
fretful. In an ad for Bromo-Seltzer, a sickly Everywoman was shown collapsed on her bed, with one leg 
hanging out and one arm flayed wide. Her condition was serious, the result of “Woman’s Worry”:
Mrs. Bissibee with all her nervous energies quickened, is up early and late, eats little, and goes to bed overworked, 
wearied, and worn out. The day of penance comes to her. Of course she has nervousness, deranged stomach, 
sleeplessness, qualms of nausea, sick-headaches, and worst of all, NEURALGIA in its worst form. Then, to make bad 
worse, she takes to pills and powders, nostrums and salts. The result is a weaker stomach and feebler nerves. (Chambers 
1893a: 15)
Bromo-Seltzer, of course, offered to provide a ready cure for Everywoman’s ills in this instance.
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Sometimes, however, ads encouraged rather than 
eliminated such anxiety in women in order to promote their 
products. The Carnegie Safe Deposit Vault, for example, 
pictured a woman stashing a packet in her dresser. It then 
queried “IS IT SAFE to keep your will, your deeds and 
mortgages, your stocks and bonds or your private papers and 
letters in a bureau drawer or an old trunk when you can send 
them to THE SAFEST PLACE IN THE WORLD at trifling 
expense?” (Hapgood 1908a: 26).
Overall, however, products were presented to women 
as a means of lightening their burdens, improving their health, 
and reducing their problems. If ads targeting men peddled 
danger and excitement, ads soliciting to women offered 
comfort of body and ease of mind.
Products posing as aids to better health in women 
were not limited to medicine ads. The New Perfection Wick 
Blue Flame Oil Cook-Stove made it possible “to do kitchen 
work in a restful way” (Hapgood 1908b: 2). Women were urged to “SAVE YOUR STRENGTH” with the 
Hallock Fireless Cooker, an appliance that enabled females to “Cook While You Rest” (see Figure 17). The 
Rouse-Duryea Cycle Co. autocratically insisted that “No lady should ride a rigid frame” bicycle, but should 
instead “Save health and strength. Secure comfort and ease” by purchasing a Sylph Cycle (Bok 1893: 38). 
The O’Sullivan Rubber Heels were described as “a preventive and relief for many ills that woman is heir 
to. . .  . They prevent the jar of the body in walking -  they ease the nerves, they save the strength” (Bok 
1898: 26). Quilts were promoted to women as “Recommended by physicians” and “sanitary” (Hapgood 
1908a: 6). The Lackawanna Railroad promoted use of its railways as a means to better health, as well. It 
recommended a trip to Richfield Springs, New York on its rail lines as a treatment for sufferers of gout, 
rheumatism and nervous diseases. A picture of a young woman playing golf at the resort was used to 
underscore the railroad’s message: “A LONG DRIVE means a strong body. To play well you must be well. 
Good golf and good health go together. There’s no better place to enjoy this summer than Lackawanna 
Railroad Richfield Springs N.Y.” (Hapgood 1903a: 2).
Even corsets, which are currently believed to have caused fainting spells and shortness of breath, 
were sold at the time on the basis that they would promote better health in women. The Coronet Corset
Figure 17. Advertisers often depicted women 
as delicate and fragile and described a female 
need for products to ease their loads and to 
maintain their health (Bok 1908: 54).
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Co., for example, implored women to wear a Jackson Favorite Waist to the 1893 Chicago World’s Fair, in 
order “to modify the fatigues of the occasion,” claiming the corset would prove “of great practical utility to 
delicate women, misses, and growing girls” (Bok 1893: 36). The Genuine Jackson Corset Waist was 
advertised as being “Famous for its style, graceful symmetry, and healthful qualities” (Bok 1893: 37).
Ferris’ Good Sense Corset Waist offered “A Woman’s Ideal of absolute comfort; a modist’s ideal of 
symmetrical beauty; [and] a physician’s ideal of womanly health” (Bok 1898: 34). Physicians 
recommended the Equipose Waist to female consumers (Bok 1898: 31). The H & W Co. meanwhile 
claimed that its maternity corsets brought “physical and mental comfort” to mothers-to-be by holding the 
figure in proper position (Bok 1908: 46).
Perhaps in deference to female fragility, numerous products promised women that they were easy 
to use. The Ames & Frost Co. proclaimed that its women’s bicycles were “especially sought for” and 
“Easy to Ride” (Bok 1893: 34). The illustration for Adelite Paint and Varnish Remover showed a woman 
wiping the varnish from a table, but the text emphasized that the product was “So simple a child can use it” 
(Bok 1903: 38). The selling feature for the Stallman Dresser Trunk was that it was built like a bureau. It 
came complete with drawers and therefore eliminated searching for belongings and the hassle of re-packing 
(Hapgood 1903b: 3). A Columbia Automobile emphasized that “Its comfort, elegance and ease of control 
adapt it admirably to ladies’ use” (Hapgood 1903c: 20).
The Eastman Kodak Company pictured a woman working 
with a camera and assured readers that “Picture making is 
simple from start to finish by the Kodak system. . . .
Kodak means photography with the bother left out” (see 
Figure 18). Another ad publicized the Pope-Waverly 
Electric Automobile as “Your Fortune Fair Lady . . .  the 
Simplest of All Automobiles” and displayed three women 
chattering gaily to one another as they drove (Hapgood 
1908c: 23). The car was hailed for “town, pleasure and 
general utility” as well as for avoidance of “the irksome, 
unsanitary street car” (Hapgood 1908c: 23).
Safety was also a product feature more often 
emphasized for women. The delicate woman was viewed 
as being in need of protection. The Monroe Refrigerator
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Co. described the numerous germs breeding in its competitors’ refrigerators and the sicknesses caused 
thereby. The Monroe Refrigerator was proclaimed “The Only SAFE REFRIGERATOR to Use” and the 
text advocated that women “PROTECT THE HEALTH of yourself and family by selecting a Monroe 
Refrigerator” (Hapgood 1908a: 27). Life insurance ads emphasized the need to provide protection for 
women and children. The Penn Mutual Life Insurance Co. related an anecdote about a man who supported 
his family well until his death, when both his wife and his children were ousted from home and school and 
forced to work (Hapgood 1903c: 16). The Prudential Life Insurance Co. also offered to shelter women and 
children by insuring the male mainstay of the family. It addressed women directly: “To the Women of 
AMERICA! YOU and Your Little Ones Should be Protected by Life Insurance.. . .  You can’t feel content 
in your family life, unless you feel secure. You can’t feel secure unless the future of your family is 
protected” (Bok 1908 55). The Prudential clearly stated its goal to send information about life insurance 
“to every wife, mother, daughter or sister in the land” (Bok 1908: 55).
Women were regarded as needing protection not only from unsanitary conditions and the 
harshness of fate but also from themselves. The Oldsmobile, when picturing a female driver, established 
that the vehicle was “Always under Absolute Control” as a result of “the controlling mechanism being so 
sensitive yet so effective that no emergency is too sudden for the driver” (Hapgood 1903a: 24).
Some ads celebrated female education. An Elgin Watch, for instance, was held up as a Fine 
commencement gift for young women in one promotion (Bok 1898: 35). The Anthony Bag was similarly 
described as a “choice Gift for the Fair Girl Graduate” (Bok 1908: 74). Moreover, numerous ads attempted 
to recruit girls and young women for various institutions of learning.
These education-related ads, however, revealed that female students received a very different 
education from their male counterparts. For one thing, although physical training and sports opportunities 
were sometimes mentioned, there was nowhere near the preponderance of athletic activities listed for 
female schools that existed in ads for male schools. Furthermore, if schools for boys and young men 
focused heavily on discipline, schools for girls and young women often emphasized religion. Where 
military professionals sometimes oversaw boys’ educations, nuns occasionally taught the girls. Both the 
Villa Maria Academy and Notre Dame of Maryland, for example, were supervised by the Sisters of Notre 
Dame of Montreal (Chambers 1893a: 16; Hapgood 1903d: 21). Tudor Hall, meanwhile, underscored its 
bible study offerings, while the San Antonio Female College declared itself invested in “the scholarly, 
Christian training of girls and young women,” and Cottey College provided a “Christian influence” 
(Hapgood 1908b: 24).
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The course offerings available to males and females were decidedly different. While some college 
preparatory and vocational training programs were available to girls, the vast majority of the female 
academies and colleges emphasized their fine arts offerings. In fact, several schools for young women 
pointedly categorized themselves as finishing schools and schools of travel. The female colleges and 
academies generally provided instruction in such refinements as music, drawing, painting, elocution, 
languages and literature, social training, and domestic science. The Lassell Seminary for Young Women, 
for example, in addition to its French, German, Music and Art classes, provided training in “the art of home 
making.” This consisted of: “the principles of hygiene and sanitation, the science of foods, marketing, 
cooking, the art of entertaining, house furnishing and management, sewing, dress-cutting and millinery” 
(Hapgood 1908b: 24). Only rarely, as in an ad for St. Mary’s Academy, did a school for women advertise 
the study of such academics as advanced chemistry and pharmacy -  and even there the conservatory of 
music and the art school rated mention (Hapgood 1903d: 21).
Such an education prepared women for a limited number of careers. Interestingly, the majority of 
the work-related roles considered fit for females contained a nurturing or service-related component. Ads 
made it clear that women were welcome in the paid workforce as nurses, hairdressers, kindergarten 
teachers, stenographers, and domestic help. Employers advertising for sales representatives more 
frequently wanted to hire men than women. Nevertheless, they often sought out female agents when the 
product to be sold was considered a specifically “feminine” object.
Women increasingly had a place in the business world, but a vast majority of female-oriented 
advertisements indicated that a woman’s primary role existed in the home. Females depicted in marketing 
campaigns were dominantly defined as brides, housewives, housekeepers, and mothers. Romance and 
family were portrayed as centrally important to women in a way that was not the case for men.
While ads did include images of men courting women, such depictions occurred in ads for 
“feminine” products. In no way did ads for “masculine” goods suggest that flirtations and marriages held 
the same level of emotional importance for men as they did for women. A notice peddling diamonds for a 
woman’s engagement ring pictured Cupid, dressed in a cowboy hat and holster, encircling a couple with an 
oversized engagement ring, as if it were a lasso. As a “feminine” item of jewelry, the advertisement for the 
engagement ring did bear a romantic illustration. But the text, directed towards the groom, was not 
particularly sentimental. It read: “The giver should remember that [a Diamond Solitaire Ring]. . .  lasts 
forever and every day reminds the wearer of the giver and his generosity. He should also remember, that it 
will be the best investment to which money can be put, for Diamonds increase in value at the rate of about
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20 per cent annually” (see Figure 19).
Instead of dwelling on love, commitment, 
the meaning of family, or future happiness, 
the copy rather suggested that men buy 
diamonds for very dispassionate reasons.
Such a purchase would actually prove self- 
serving. It would enhance the groom’s 
benevolent image and would provide a 
sound financial investment.
Ads intended for female readers, 
on the other hand, were replete with 
sentimental allusions. Women were 
frequently shown receiving attention from 
the love-minded Cupid. In one instance, the text promised women that “Pozzoni’s Complexion Powder 
Kisses the cheek like Cupid’s Breath” (Bok 1893: 33). An ad for a dress-cutting machine, on the other 
hand, depicted a woman being fitted by a hovering Cupid (Bok 1898: 20). The Cupid’s presence in these 
ads subtly suggested that a woman could purchase a loved one’s heart for the price of the product in 
question.
Other advertisements reaffirmed this message. The question posed in an Ivory Soap ad, “Dare one 
suppose He offers his heart in the heart of the rose -  Murmers a message with tenderness laden?” was 
answered with a resounding “Aye” for the girl who used Ivory' Soap. She stood demurely amidst trailing 
rose vines while a man bent to whisper in her ear (see Figure 20). Copy writers for Glenn’s Sulphur Soap 
claimed that their cleanser would enhance beauty and compel admiration and worship. They bragged that 
the soap “lends to every young lady a charm of person which makes her ADORABLE” (Chambers 1893a: 
15). Another ad promised to deliver sexual allure with product sales. In what amounted to a rather rare and 
risque show of female sexuality, an ad for “THE GODIVA HAIR BRUSH” presented a woman lying down 
on her side, holding a hair brush in her hand, a mass of hair strategically covering her nakedness. The 
copywriters even included a double entendre about the “penetrating” bristles of the brush (Bok 1893: 50).
Perhaps as part and parcel with this fixation on attracting male affection, the decoration of self and 
surroundings was lent a disproportional importance for women. The sheer volume of female-oriented ads 
discussing face, figure, and fashion was immense. Women were showered, among other things, with a 
deluge of ads describing a gargantuan array of raiments. Men “only” wore underwear, hose, garters, shirts,
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Figure 19. The text of this ad, directing men to purchase an 
engagement ring, possessed little sentiment (Hapgood 1903a: 22).
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suspenders, suits, ties, collars, cuffs, shoes, coats, and
hats. Women, on the other hand, were expected to
outfit themselves in pantalons, hose, hose protectors,
corsets, corset covers, breast supporters, bustles,
petticoats, dress and corset shields, dress supporters,
shirtwaists, waist lengtheners, collars, neckwear
supporters, skirts, dresses, suits, shoes, bags, belts,
gloves, handkerchiefs, hats, and capes. Also, more
than three times as many toiletries were directed
at the female audience as were dedicated to the male
audience. Toothpastes, breath fresheners, deodorants,
perfumes, talcum powders, hair brushes, hair stains,
shampoos, wigs, weight remedies, and complexion
soaps, creams, powders, brushes, and bleaches -  in
addition to arsenic complexion wafers - alternately
Figure 20. “Feminine” beauty and toiletry 
vied for notice from the female readership. products directed women to focus their attention on
gaining and retaining male admirers (Hapgood
Advertisers expected men to care about 1903d: 6).
how they looked, but they rather expected women to obsess over it. Women were incessantly depicted 
studying themselves in the mirror, endlessly searching for flaws in their appearances or assuring themselves 
that their looks were satisfactory. Females began this habit young in the ads. In one, tw in girls were 
depicted trying Barry’s Tricopherous, a product that claimed, among other things, to stimulate hair growth 
and to provide a healing effect on the skin and scalp. One of the little girls gazed at herself in a hand 
mirror, while the other brushed out her sister’s long tresses. Both children displayed hair past their waists 
(Bok 1893: 35).
A multitude of products was presented to aid perceived problems in the female facade. Rubifoam 
Liquid Dentriface was suggested as a solution to the omnipresent “Women’s Anxiety” over appearance. 
Advertisers soothingly stated that while women could not change their features or complexions they could 
“do much toward increasing the charm of one or the other by faithful care of their teeth” (Bok 1893: 31).
The Potter Drug & Chemical Corporation bemoaned the situation of a distraught young woman “Ashamed 
to be seen because of disfiguring facial blemishes” and emphasized that Cuticura Soap was the answer to 
her problems (Bok 1893: 0). Madame A. Ruppert confided that “many ladies are annoyed . . .  by hideous 
freckles” but entreated such women not to worry. Her “world-renowned face bleach” was certain to resolve
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the problem -  so certain that a $500 guarantee was offered in any instance of its failure (Chambers 1893a:
15). Cranitonic Hair and Scalp Food claimed to stop hair from falling out, to prevent dandruff, and to make 
hair grow (Hapgood 1903d: 31). The editor of Ladies’ Own Journal inquired of female readers “ARE YOU 
PRETTY? Arc you happy and healthy?” She asserted that at one time she was neither. As proof of a 
change for the better, she presented before and after pictures of herself. She encouraged readers to send for 
advice and a copy of her journal “If you are ill or tired out, have defects of figure or complexion”
(Chambers 1893a: 15).
Even at the turn of the century, the media, through advertising, conveyed conflicting messages 
about ideal body images for women. Corsets were available to adjust women’s bodies to a variety of 
predetermined shapes and sizes, by lengthening or narrowing the waist and rearranging the bust (Bok 
1893:36,41; Bok 1908: 46,72). Other ads sold methods of regulating women’s weight. The Hall 
Chemical Co. presented a portrait of a perfectly attractive woman, by present-day standards, criticized her 
as “Too Fat,” and proffered a treatment program that “strengthens the heart, allows you to breathe easily 
and takes off Double Chin, Big Stomach, Fat Hips, etc.” (Hapgood 1903a: 23). The G.S Rivard Co., Ltd. 
offered sympathy and solutions to women with the opposite problem: “THINNESS IN WOMEN is a 
distressing and humiliating condition from which any woman so afflicted can now obtain relief’ (Hapgood 
1903a: 16). If ads did not reach consensus on an ideal shape for the female figure, however, they did agree 
that women should struggle to retain a youthful appearance. An assortment of wrinkle creams, face 
powders, and hair products promised to preserve or restore youth to the aging.
Many manufacturers peddled self-help literature to women insecure about their looks. L. Shaw, 
advertising an inventory of wigs, waves, bangs, and hair switches, offered customers an instruction 
pamphlet entitled “How to be Beautiful” (Bok 1893: 35). An ad for a book entitled “Colors You Should 
Wear To Dress Well,” assured readers that the enclosed opinions of the “Leading French Colorists” were 
“Indispensable to ladies” (Bok 1893: 36). Makers of the Oatine Complexion Beautifier provided a booklet 
on “How to Cultivate Beauty” (Hapgood 1903d: 22). W & B Swedish Hair Powder promoters meanwhile 
printed a pamphlet on “How to have handsome Hair” (Bok 1908: 73).
This female struggle to continuously look her best began at a young age. An ad for Kayser Silk 
Gloves showed a little girl playing dress-up. She wore a long dress with big puffy sleeves and a huge bow 
and modeled a big-brimmed hat. She was pulling on long gloves much too big to fit her hands (Bok 1893:
33).
This strong focus on external appearances, beginning at such a young age, sometimes led to 
jealousy and active rivalry’ in girls. Ads for Glenn’s Sulphur Soap regularly fed this attitude. Copy writers
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warned that “A girl may have a willowy form, classic features and teeth 
like pearls, but she never can be BEAUTIFUL if her complexion is bad. .
. . a companion with plain features will outshine her” (Chambers 1893c: 
15). Female readers were promised that “the most repulsive complexion” 
could be transformed into “radiant beauty” with the right skin cleanser 
(Chambers 1893b: 15). This was only important, the copy contended, 
because “It is useless to disguise the fact that a young lady who has a 
LOVELY COMPLEXION possesses a charm against which no rival can 
successfully contend who has not the same advantage” (Chambers 1893b: 
15).
This competition for male attention seemingly led to the altar.
No other alternatives were posed. Numerous ads offered goods for 
women on the occasions of their engagements or their marriages. Ads for 
wedding invitations were geared towards women, and wedding gifts -  be 
they crystal, silver, or furniture items - were also generally specified as 
being “For June Brides” (Bok 1903: 30). In an exception to the rule, an 
ad for Higgins & Seiter, selling cut glass and china, insisted that “the best 
Wedding Present is something useful as well as Ornamental, and of 
service to both contracting parties” (Bok 1898: 23).
Once they obtained husbands, ads kept women focused on 
retaining them. Ads warned women that men exhibited an alarming 
tendency to stray. Several products were offered as a means of 
maintaining constancy in men. The National Biscuit Company asserted 
that “Man’s affection fluctuates with his appetite. To keep his heart warm 
serve him with NABISCO Sugar Wafers” (see Figure 21). A juice 
extractor likewise was recommended because “having it on hand will 
keep the men folks home many evenings” (Bok 1898: 26). Another ad 
proclaimed that “EVERY WOMAN Old, Young, Married, or Single 
should read” a novel ominously entitled Old Wives For New (Bok 1908: 
52).
Ads also instilled doubts regarding female performances as 
housekeepers and wives. Any blame for male absences was placed on
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female shoulders. An ad for Pearline Washing Compound portrayed women who used soap in their 
housecleaning instead of Pearline as “Tired -  Cross -  Sick.” Their manners resulted in “MEN who dreaded 
the Home-coming” (see Figure 22a).
Ads frequently defined women as housewives or housekeepers. Advertisers suggested that a set of 
rocker tips, designed to keep rocking chairs from scuffing floors “Delights every housewife” (Bok 1898:
34). Another ad insisted that “The Housewife of Today” picked Dove Dimity Quilts over other styles of 
bedding (Hapgood 1903a: 22). A wringer-like appliance, called the Simplex Ironer, was for its part 
proclaimed as “the modem ironing method -  the labor-saving, time-saving, money-saving way” to smooth 
out wrinkles and “a boon to any housewife whether she does her own ironing or has the servant to do it” 
(Bok 1908: 45).
Women, whether wives or domestic servants, were regularly shown participating in an endless 
quantity of household chores. It was clear that they were held responsible for any needlework projects that 
might arise. Clothing-making implements and materials were generally directed to a female audience. An 
assortment of fabrics, frilling, threads, hook-and-eye fasteners, needles, safely pins, sewing lessons, sewing 
chairs, dress forms, knitting needles, yam, and lace-making instructions were all conveyed as “of so much 
interest to the Ladies” or “a perfect delight to dainty women” (Bok 1893: 21,26).
Males were encouraged to seek happiness in playful ways, but pleasure for females was 
represented differently. A White Frost Refrigerator was represented as “the delight of every housewife” 
(Bok 1893: 34; Bok 1908: 46). A Bissell Carpet Sweeper and a New Perfection Oil Cook Stove in turn 
made sweeping or cooking a “pleasure” (Bok 1908: 40; Hapgood 1908d: 25). Manufacturers also claimed 
that women would “enjoy” using the Hill Dryer, a revolving post supporting multiple clotheslines (Bok 
1908: 55). In this way, obligatory household duties in the media became a source of “fun” for women. 
Females were shown most likely to achieve happiness through cooking, cleaning, and other forms of 
productive labor.
Cleanliness was a virtue particularly associated with “feminine” products. Concepts such as 
“pure,” “sanitary,” “neat,” and “like new” were constantly sold to women in the guise of goods. Household 
products from detergents to refrigerators were all regularly tagged with such labels in an attempt to appeal 
to housewives.
Women were constantly depicted learning how to clean house better, more efficiently, thoroughly, 
and cheaply. Ad-writers for the Cleveland Scrubbing Machine (a glorified mop) appealed to women, 
saying “No labor saving device for women has done so much for them at so small a cost” (Bok 1893: 41).
A picture showed a woman and her maid discovering together that Ivory Soap saved the hands and the
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clothes (Bok 1898: front inside cover). A little girl displayed visually how the Peoria Washer “bears the 
Brunt of Wash-Day work” (Bok 1898: 33). P.T. Coffield & Son, on the other hand, wrote that their Coffield 
Power Washer washed laundry “more thoroughly than any woman can by hand” (Bok 1908: 48).
A variety of means existed whereby women could gain housekeeping wisdom. Friends dropped 
hints on keeping carpets brighter using Bissell Carpet Sweepers (Bok 1893: 17). Young Ladies were 
directed to study Mrs. Willard’s Housekeeping Primers (Bok 1893: 38). The Penn Chemical Works offered 
a pamphlet on “Uses of Banner Lye” (Bok 1903: 34). Neal’s Enamel even offered “OUR 
ENTERTAINING GAME, ‘Housekeeping’” to their female customers (Bok 1898: 36).
Female housekeepers were regularly applauded for their thrift and practicality. Copywriters for 
Boggs and Buhl, a dry goods firm, wrote “Women as a rule are discriminating buyers -  want the most 
every time for every penny. That’s the kind of buyers we like to trade with -  they appreciate a good thing -  
a real live bargain as they see it” (Bok 1893: 27). Women were also informed that Schlesinger & Mayer, 
silk suppliers, “had the most and sold the lowest” (Bok 1893: 21). The Dexter Shoe Co. reminded women 
that “A dollar saved is a dollar earned” (Bok 1893: 37). The National Cloak Co. emphasized the low cost 
of its gowns, writing that “When fashionable, perfect-fitting suits are offered at such reasonable prices, 
should not every lady be well-gowned?” (Bok 1898: 22). The dominent feature of an ad for women’s 
handkerchiefs was also the low price. The advertisers offered hankies at exceptionally low cost because 
they were unlaundered and because they were made “by the Peasants in Ireland, who get about seven cents 
a day for their work” (Bok 1898: 31). Women were informed that “Intelligent Women USE Pearline for 
Washing” (see Figure 22, b-c). Shredded Whole Wheat Biscuits, meanwhile, were promoted by the Natural 
Food Company “To Women Who Think” (Hapgood 1903d: 26). The assertion that “advertisers also 
believe . . .  that women are less rational consumers than men” was, overall, not bom out in these ads (Leiss 
et al. 1986: 236). Rather, they showed that advertisers generally respected women’s abilities to make sound 
decisions as consumers.
Rarely, however, advertisers did disparage female intelligence. One patronizing ad, from Olds 
Motor Works, depicted a woman seated in an automobile, waving goodbye to her horse as she passed it.
The manufacturers apparently felt the need to reassure women that no unusual skill or intelligence was 
required to drive the vehicle. It stated that “any lady who understands a sewing machine can readily drive 
this graceful Runabout” (see Figure 23). The Freemont Publishing Company offered a book about business 
to both male and female readers. They emphasized female deficiencies in that area, however, by writing “A 
Woman’s Ideas of Business can be greatly broadened by reading ‘Small Talk About Business’” (Bok 1893:
34). Copy for a Grape-Nuts ad similarly put down female brain-power when a woman noted that, having
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Figure 22a (left), Figure 22b (top), and Figure 22c (above) display 
many common themes of advertising for female products. They 
emphasize simplification of work in the home, female fragility, family 
relationships, and practicality and intelligence (Bok 1908: 34;Bok 
1903: 56; Hapgood 1903a: 19).
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included the breakfast cereal in her diet,
“I notice a marked change in my mental 
capacity. Formerly I could not 
concentrate on any book or any one 
thing, now that is all changed. I can read 
steadily and think logically from premise 
to conclusion, an excellent evidence, to 
my mind, of the brain building power of 
Grape-Nuts” (Hapgood 1903d: 24).
Although Grape-Nuts was acknowledged 
as a healthful food for both men and 
women, it was, perhaps significantly, a woman who recognized that her mental capacity had been lacking.
Cooking also fell largely into the housewife’s domain. While they had to eat, only rarely did the 
ads show men involved in the preparation, serv ice, or consumption of food. Women, on the other hand, 
were frequently linked with items associated with cooking or eating. Ads for food products (like macaroni 
and cheese, salad dressing, jell-o, flour, coconut, or cocoa) were often illustrated with a woman or girl 
gesturing to a can or box or bearing the finished product (such as a jell-o mold, a cake, or a tray of 
beverages) on a serving platter. In an ad for Libby’s Luncheon Loaf, for example, a little girl dressed up in 
a big chef’s hat and apron held up and pointed to a tin of Armour’s Veribest Canned Meats. The text 
asserted that Libby’s Food Products “relieve both maid and mistress of all perplexity or worry” (Hapgood 
1903c: 24). More frequently, however, the pictured female was an adult, dressed simply in a plain, dark 
gown and an apron. In an ad offering eggs fresh from the farm, it was a woman that was depicted carrying 
a basket of eggs over her arm and holding one egg up to her eye for inspection (Bok 1903: 32).
The text associated women with cooking duties as often as the illustrations. A female writer for 
Housekeeper’s Weekly testified to the tastiness of White Label Soups (Bok 1893: 35). A woman who used 
other baking powders and who therefore “finds her cakes or biscuits failures,” was assured that “Royal 
Baking Powder Never Fails” (Bok 1903: 29). A deliveryman presented the label on a bag of flour to a 
woman, in an ad for Gold Medal Hour. He was quoted as stating “It’s all right to be careful madam, but 
you would know at once if I sent you any other Flour -  the Bread would tell -  even though it cannot talk” 
(Bok 1903: 33). The Postum Cereal Co., makers of Postum Coffee and Grape-Nuts, announced a cooking 
contest open to either the mistress of the house or to paid cooks (they directed employers not to call cooks 
“hired girls”) (Bok 1903: 51). Copy for Armour’s “Simon Pure” Leaf Lard nostalgically recalled the days
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when “Some of our mothers, back on the farm, made a 
lard that we remember” (Bok 1908: 41). It commented 
that “Thousands of women say today, ‘I wish I could get 
that old-fashioned lard now’” and promised that the 
Armour brand of lard would live up to their memories 
(Bok 1908: 41).
Housewares associated with food preparation 
were also generally associated with women. Promoters 
heralded the Everett Raisin Seeder as “just what every 
housewife wants” (Bok 1893: 40). The J.F. Sidney 
Novelty Works claimed that their Aluminum, Granite, and 
Tin “Household Necessities” were “needed in every 
home, and housewives at once see their merit and buy 
them” (Collier 1898a: 23). Ads for Weir Stone Fruit Jars 
and Schram Automatic Fruit jars both displayed a woman 
using their products for preserving, while a paraffin ad 
likewise pictured a woman in an apron and cap pouring a 
waxy substance over a series of canning jars (Bok 1903: 
33; see also Figure 24). Makers of the Ideal Steam 
Cooker offered a book about cooking with steam “that 
every woman should read” (Bok 1903: 42). The headline 
“LADIES” drew attention to a Kitchen Cabinet and Table 
Combination (Bok 1893: 41). A variety of stovetops and 
ranges, meanwhile, were also offered up for female 
approval.
Food Products, like toiletry products, were linked 
to love for women. Kellogg’s Toasted Com Hakes, made 
from “The sweetheart of the com,” showed a woman in an 
apron hugging a sheaf of com (see Figure 25). Pillsbury’s 
Best Breakfast Cereal was likewise associated with 
emotion -  it was created from The White Heart of the
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Figure 24. Ads for houseware items, such as the 
Schram Automatic Fruit Jar, routinely identified 
women with household chores (Bok 1908: 50).
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Wheat” (Bok 1908: 77). Text for Napolean Flour 
wrote that “There has for a long time been a keen 
desire on the part of ‘the woman who cares’ for a 
better flour than the ‘average’” (Hapgood 1908d:
28). Cooking chores were obligations, but 
shopping for the family meal and preparing it was 
also portrayed as a woman’s way of expressing 
warmth. Women were expected to perform this 
duty for others, not for remuneration, but for 
sheer love of family.
Mother-love was portrayed in the ads as 
the strongest bond of all. Although men were 
commonly absent from domestic scenes, women 
were again and again pictured giving a son a bath, 
sharing a moment with a daughter, tucking a 
youngster into bed, or lovingly surrounded by a 
swarm of offspring. A number of products were 
targeted to take advantage of what was viewed as a female weakness for children. An unframed picture 
containing the faces of over 300 babies was advertised on the premise that “Mothers go wild over it” (Bok 
1893: 35). Books entitled Mother and Babe and Preparation for Motherhood were offered for sale (Bok 
1893: 39; Bok 1908: 42). Enrollment in a “Mother’s Course in Home Nursing” was extended “to the 
Woman in every household upon whom devolves the duty of Health-Keeper in the Family” (Bok 1903: 38).
Even products explicitly intended for children were geared for women’s enjoyment as well. A 
Ferris Good Sense Corset Waist, made “For Your Baby,” was described as “A garment every thoughtful 
mother appreciates” (Bok 1903: 39). Women were also told “You Will Enjoy and Your Baby Will Enjoy a 
Fulton Folding Go-Cart because it saves work for mother and affords healthful amusement for baby” (Bok 
1908: 49). Likewise, the Rubens Infant Shirt, which supposedly prevented colds and coughs, “has 
gladdened the hearts of thousands of mothers” (Bok 1903: 46). Whatever would keep a child healthy and 
happy was indicated as a source of female contentment.
Women were often depicted as other-oriented, with a focus on family and a talent for nurturing. In 
this vein, the ads frequently encouraged women to do their buying for others. Men were also occasionally 
shown buying items for others’ use. Such instances were rare, however, and were generally represented as
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expressed k>ve through food (Hapgood 1908c: 23).
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special, one-time-only events - as in the purchase of an engagement ring, a refrigerator, or a heating system. 
The occurrence of a woman procuring goods for other family members, however, was handled as a more 
common, everyday event. Women were responsible for purchasing a wide variety of clothing items for 
their husbands and their children both, from dry goods and shirtwaists to collars, cuffs, and neckties.
Women were also regularly encouraged to obtain or prepare foodstuffs -  from baby cereal to chicken 
tamales - expressly for family or male consumption. Ads indicated that the nurturing instinct appeared 
early in the female sex. Promotional material for Kirk’s Juvenile Toilet Soap showed a little girl holding a 
doll. The accompanying jingle read: “This dear little tot -  this morning was caught/ In trying to do like her 
mother - / With Kirk’s Soap and water, she was washing her daughter, Like Mama did her and her brother” 
(Bok 1893: 38).
Ads also indicated that this other-orientation on the part of females existed outside, as well as 
within, the family. Women were frequently depicted as leisured and social creatures, entertaining guests 
and visiting acquaintances. In an ad for wood mantels, two women huddled together in deep conversation 
as they visited beside an inviting fire in the parlor (Bok 1893: 18). Two women sat visiting, drinks in hand, 
at a table bearing a pitcher and a sugar bowl, in an ad for a beverage called Iced Tea-Ette (Hapgood 1903d:
24). Text accompanying a photo of four women taking tea outdoors beneath a canopy table instructed the 
reader to “Serve dainty Luncheons or entertain your guests in many other ways with the popular, artistic 
‘LAWNETA’ Canopy Table” (Bok 1908: 45). A photograph of smiling women at a “Camera Tea Party” 
was included in a Vive Camera Company advertisement (Bok 1898: 33). The Columbia Engraving 
Company, for its part, pushed “Ladies’ visiting Cards” (Bok 1893: 38). And whereas a Hampshire Bond 
Paper ad for men indicated that such parchments were necessary in business circles, the Eaton, Crane &
Pike Company assured potential female customers that their papers were appropriate “for both social and 
business uses” (Bok 1908:35).
Ads encouraged this external mindset in females by promoting goods on the basis that they were 
“popular among American women” or that “Thousands of women recommend it” (Bok 1898: 31; Bok 
1908: 46). Advertisers relied frequently upon the influence of public opinion to sell their “feminine” goods 
and services. The Walter M. Lowney Company bragged that its annual sales of chocolate bon-bons 
numbered over eight million and showed a smiling, well-dressed young woman picking up a piece of 
chocolate from a box of confections (Bok 1903: 42). Makers of Globe Corsets boasted ten million wearers, 
claiming that their product was “worn by more Ladies in all stations of life than any other make” (Bok 
1903: 52). The Hairlight Crown, instrumental in creating a pompadour hair-do, was “Worn with comfort 
and delight by over a million women” (Bok 1908: 73). The United Underwear Manufacturing Company
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proclaimed that it possessed “thousands of letters from satisfied purchasers,” regarding their female 
undergarments (Bok 1908: 74). In promotional material for the Hill Dryer, nearly one million customers 
were acknowledged “and not one dissatisfied purchaser” (Bok 1908: 55). The copy went on to state 
“Thousands of women have written enthusiastic letters” (Bok 1908: 55).
Women were not only encouraged to “join the crowd” by buying what was popular, they were also 
told to worry about what was considered socially appropriate. Agents for Bailey’s Rubber Complexion 
Brush indicated that women should use their product, as opposed to face powder, because it did not cause 
the widespread censure that cosmetics did (Bok 1898: 15). The Aeolian Company illustrated their ad with a 
woman seated at a pianola with her hands resting by the music, her hair in attractive disarray. The text 
warned other women that “THE PIANOLA each succeeding year is considered more as an essential in the 
proper equipment of a Summer Home” (Hapgood 1903d: 2). Fashion ads, meanwhile, endlessly 
encouraged women to covet “The Latest Rage!!” in a struggle to epitomize “The Down-to-Date Girl” (Bok 
1893: 26; Bok 1898: 31).
These constant messages nudging women to be other-oriented provided a strong and nearly 
universal suggestion that women should seek to gain external approval rather than to build up a sense of 
independence or individuality. While ads suggested that men emulate more financially and socially secure 
men, they generally encouraged women to work at fitting in and conforming to standards set by other 
women and by society as a whole. Media images showed that ideally, men were concerned with getting 
ahead. Women were more interested in getting along.
Ads recognized women as having separate needs from men. Perceived female physical and 
mental fragility resulted in requirements for products to ease their labor, ensure their safety, and improve 
their appearance. Although with the appropriate Christian or artistic training, nurturing or service activities 
in the workforce were possible, most products outfitted women for courtship, marriage, and family.
Women were often recognized for their intelligence, but those smarts were largely focused on furnishing 
the home and feeding the family. Female contentment and satisfaction were directly connected with 
domestic duties. To be happy, a woman had to work hard and focus on what pleased others, rather than 
herself.
Usefulness of the Survey
Examination of the database showed the benefits of advertisements as a material culture reference 
guide for scholars of the past. 1) It revealed that history had not defined gender roles altogether accurately. 
Ad historians had overstated the centrality of female consumption. 2) It provided a means of recognizing
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what kinds of messages were associated with specific products (and 
thus artifacts). 3) It assisted with the “surprise” factor in interpreting 
items.
-Tho*e who perspire freely can avoid 
il>e discomfort and odor o f excessive per- 
apiraticm by dusting  the body after the 
bath with the best of all talcum powders—
L e h n &  F i n k ’s
The Sw eaty  Man
Beyond the discovery that milk chocolate bars were once 
considered a wholesome and nourishing food and that a product It is pu t tip  In la rg e  j-in c li g la s s  ta r s  w b ith  a re  so ld  by  d ru g g is ts  a t 15c. N early  a ll
Talcum Powder
the ads, some of the products would have proven extremely difficult 
to place in the correct gender context. Indeed, several of the goods
named Crystalline once existed whereby individuals could fill their 
own teeth, many of the ads contained unexpected, even surprising,
information (Hapgood 1903b: 17; Bok 1893: 34). Without the use of
u ru i;j; iM 5  n n v r  u  
— tin? re s t  can
t’.tclly  got it for 
y*»u.
F ree
Sam ple
wifi m*Me /
ic . r c  l ,y  /  jM  •KlttMl Um* tie? iJH 1*ftin* jMiwlei, 
w n t  u p o n  rc*  i  ' ^
UHN A nss f 1 
I IS  S i . y |
New Ycrh B
represented by ads could easily have been incorrectly associated with
the wrong sex, with nothing more to base such classifications upon 
than an assumption, a hunch, or a stereotype.
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surfaced in the ads, including talcum 
powder (Hapgood 1908d: 3).
Some of the products associated with male consumption, for example, would not have been 
automatically considered “masculine” by present-day standards. Among the unexpected products tailored 
explicitly to male consumers were vacuum cleaners, garters and hosiery, a fur coat and muff, talcum 
powder, and an assortment of shaving equipment. Jumping to conclusions regarding the gender-association 
of these items could have resulted in a misinterpretation of some of these products.
Taken into context, however, they proved perfectly logical as “male” goods. The “Portable 
House-Cleaning Machine” was depicted as a profitable purchase for “any wide-awake man who buys and 
operates” it (Hapgood 1908a:6). When sold to men, it was regarded as a commercial business venture as 
opposed to a means of domestic cleanliness. Garters and hose and fur coats and muffs were apparently not 
uncommon accessories for men of the day. And talcum powder was a means for “The Sweaty Man” to 
“avoid the discomfort and odor of excessive perspiration” as well as a toiletry item for women (see Figure 
26; Bok 1908: 37).
Ads selling shaving equipment (such as razors, shaving sticks, and shaving brushes) to men 
appeared frequently. There existed a notable absence of shaving equipment geared towards women. This 
relative absence suggested that female contemporaries did not commonly shave their legs and underarms -  
although some ads did indicate that facial or other hair removal for women did occur. Mme. Julian’s 
Specific for “SUPERFLUOUS HAIR” was described as “the only unfailing remedy for removing 
permanently all annoying disfigurements from lips, cheek, chin, arms, etc.” (Chambers 1893b: 15). The 
illustration first pictured a woman with a mustache and goatee and then showed her without such facial hair
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(Chambers 1893b: 15). Modene Hair Remover, “so simple any one can 
use it,” was intended to remove hair from the “FACE, NECK, ARMS OR 
ANY PART OF THE PERSON” (Collier 1898b: 23). The ads surveyed 
suggested that hair removal products for women ran to remedies rather 
than razors.
Other seemingly surprising products were associated openly with 
females. Although alcohol and tobacco products were generally male- 
oriented, exceptions existed. One brief notice wrote that the Empress of 
Austria was rumored to smoke fifty cigarettes daily in addition to 
smoking cigars (Chambers 1893c: 14). Schlitz associated women, as well 
as men, with its beer by featuring a female in the illustration of one of its 
ads and by stating “It is good for anybody” in another (Hapgood 1903b:
22; Hapgood 1903c: 2). The makers of Hunter Baltimore Rye,
Figure 27. Unexpected products
meanwhile, published one ad for “The American Gentleman’s Whiskey” were also advertised for female use
(or for both male and female use), 
that recognized women as potential consumers of alcohol. They wrote including this “gender-inclusive” ad
for Hunter Baltimore Rye (Hapgood 
that their liquor was “particularly recommended to women because of its 1903a: 20).
age and excellence” (see Figure 27).
Other “gender-inclusive” ads revealed a series of obscure facts. Apparently some companies 
expected men and women to use separate shoe polishes. S.M. Bixby & Company sold Three Bee Blacking 
“for Gents’ Boots” and Royal Polish “for Ladies’ Shoes” (Bok 1893: 41). The Barler Shine Cabinet 
likewise contained both a box of blacking and a bottle of ladies’ shoe dressing (Bok 1893: 22). Oilene 
Dressing was apparently intended “For Ladies Fine Shoes” (Bok 1893: 34). Vici Leather Dressing, on the 
other hand, was a shoe polish “for men’s women’s and children’s shoes” (Bok 1898: 35). Like today, bikes 
and watches were also created in separate styles for men and women (see, for example, Bok 1893: 31,41).
Another ad sold a book that revealed an unexpected openness to both male and female sexuality. 
Sexology was directed to “every man and woman, particularly those entered upon matrimony” (Hapgood 
1903a: 22). The Puritan Publishing Company blamed “unhappiness, ill-health, sickly children, and 
divorce” on “ignorance of the laws of self and sex” and promised that their book discussed “the sexological 
relations of both sexes, and, as well, how and when to advise son or daughter” (Hapgood 1903a: 22).
Products for children in particular were not bound by rules of gender. Ads showed that young 
boys and girls were often dressed similarly in dresses and skirts until boys reached an age where they began 
to wear knickers and trousers. Clothing ads frequently reflected this tendency to dress boys in attire that
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might otherwise have been considered “feminine.” The Warren Hose Supporter claimed to be “worn by all 
women and children” and showed a picture of an older boy in undergarments, attaching the supporters to 
his thigh-high stockings (Bok 1893: 31). The Lay & Way Company advertised underwaists and corset 
waists “For BABIES, GIRLS, BOYS, MISSES and LADIES” (Bok 1903: 39). Adult men were 
conspicuously not mentioned wearing these garments. Boys wore products that were otherwise reserved 
for female use and vice verse. Best & Company presented “Overalls for Girls!” as well as for boys (Bok 
1898: 29). Perhaps young children were considered not to possess a gender, or perhaps they were regarded 
as possessing a separate gender from adults of the same sex.
The ad survey thus showed that some potential pitfalls exist for the interpretation of artifacts 
according to gender. Not all objects fall into common-sense categories, based upon sexual stereotypes 
about the present and the past. How well do archaeologists currently navigate these pitfalls, and how can 
this new body of data assist them in understanding the gender behavior of people in the past? How closely 
did this behavior actually conform to what might be expected, based upon the ads’ representations of the 
social mores of the day?
CHAPTER III 
ARCHAEOLOGY
The previous chapters have established two important facts about advertisements in the national 
press. To begin with, ads printed between 1890 and 1910 frequently did identify the intended users of the 
objects for sale as members of a specific sex. They also associated ideological expectations for those 
individuals with particular goods. Acknowledgement of this tendency begs a follow-up question: Does this 
information in any way benefit archaeologists?
The recognition and identification of “masculine” and “feminine” objects as well as “gender- 
inclusive” and “gender-neutral” ones is a significant step for archaeologists. An inability to recognize 
which activities and objects were associated with a particular sex has hindered the development of other 
studies in the past. As Elizabeth Brumfiel (1991: 554) has pointed out, “when gender roles are not 
explicitly defined they are implicitly assumed.” Not only are particular occupations associated with an 
individual sex, but particular possessions are also similarly slotted with one sex or another, without much 
evidence to support such identifications. A doctoral dissertation by Catherine Holder Blee (1991) provides 
a case in point.
The goal of Blee’s research was to identify the contributors of a communal trash dump located in 
Skagway, Alaska. Artifacts were deposited in the midden primarily between 1897 and 1900, with minimal 
deposits continuing into the mid-1910s. The individuals associated with the dump were unknown, but 
based on its location, Blee identified several types of candidates within a six block radius as most likely 
responsible for the accumulated refuse. Living in close proximity to the dump were 1) transient-male 
households and 2) family households. Businesses operating within range of the dump included 1) brothels, 
2) hotels and restaurants, 3) saloons, and 4) the military (a company of African-American infantrymen). 
Blee hypothesized that each variety of social or economic unit would leave behind a recognizable pattern of 
goods that would enable archaeologists to identify parts of the dump associated with particular households 
and business establishments (Blee 1991).
In pursuit of this goal, Blee created comparative collections of artifacts from 37 sites known to be 
associated with the particular households and business types of interest. For each comparative collection, 
Blee noted the varying frequencies of particular types of goods found in each setting. Blee believed that
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through establishing the “normal” frequencies of various types of goods at specific kinds of sites, certain 
diagnostic patterns would emerge. Thus the relative frequencies of those artifact categories would earmark 
a site as a male household, family household, brothel, or saloon, and so on. The categories of goods she 
used to form these patterns included: 1) Food Storage Containers; 2) Decorated Dishes; 3) Undecorated 
Dishes; 4) Other Household Items; 5) Generic Personal Items; 6) Child-Specific; 7) Female-Specific; 8) 
Male-Specific; 9) Liquor-Related Items; 10) Bottle Stoppers/Caps; 11) Pharmaceutical Bottles; 12) 
Armaments and Military; and 13) Other Artifacts. A computer program performed a multiple regression 
analysis on assemblages from various portions of the dump and compared them to the comparative 
collections in order to determine the most likely contributors, based on the relative frequencies of the 
different categories of goods present (Blee 1991).
Of particular interest in Blee’s study was her attempt to recognize artifacts that differentiated sites 
where only men were present and sites where women and sometimes children were present in addition to 
men. The ads supported some of Blee’s classifications. Women’s and men’s shoes could readily be told 
apart in the ads, and Blee identified each, on several occasions (see, for example, Blee 1991: 371-2; Bok 
1903: 37; Hapgood 1908b: 21). Blee also indicated that hair pins, hair combs, and perfumes were 
considered female-specific (Blee 1991: 104, 144,367). In the few instances when these items were allotted 
a sexual orientation in the ads (only twice), such was the case (Bok 1898: 26; Bok 1903: 50). Shaving 
items were assumed to be masculine in Blee’s study, as were cufflinks, and such a categorization was borne 
out by the marketing information (Blee 1991: 201,215; Bok 1898: 18; Hapgood 1908a: 6).
Blee also stated that “another indicator of women might be a relatively high frequency of canning 
jars. The preservation of seasonally available foodstuffs was a common occupation of the tum-of-the- 
century housewife” (Blee 1991: 85). Those ads for preserving jars and paraffin that were associated with a 
specific sex did connect canning goods with females (Bok 1903: 33; Bok 1908: 46,50). Blee also 
anticipated that a higher quantity of goods falling into the other household category would be found at 
family sites, where women were present. Such goods included mops, brooms, cleansers, laundry 
equipment, cooking utensils, and household furnishings (Blee 1991: 103). The advertisements generally 
supported such an assumption, with few exceptions. The thermos, listed under the other household 
category would, according to the ads, perhaps be more appropriately listed under male-specific items (Blee 
1991: 337; Hapgood 1908a: 27).
Blee observed that men living alone often did not cook for themselves but rather ate out, in mess 
halls and restaurants. She posed this as one reason that food containers and serving dishes might largely be 
absent at sites where women were not present (Blee 1991: 88). It was certainly true that, when associated
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with a particular sex, household items and food and drink products were, by and large, directed at women 
in the ads (see Table 1).
Blee’s statement that one might expect male-only household sites to be “high in the relative 
frequency of liquor bottles, tobacco products, and gun-related paraphernalia” was also clearly true from the 
ads (Blee 1991: 87). These goods mainly targeted a male market (see Table 1). Blee rightly, however, 
indicated her awareness that women might have discreetly used these products as well as men (Blee 1991: 
104,306). While the ads did focus on male consumers of alcohol, tobacco, and firearms, the alcohol and 
tobacco manufacturers did not ignore potential female customers entirely, as has been discussed. It is 
therefore possible that some women did not eschew smoking and imbibing.
Blee also identified pocket knives as a male-specific possession, and a 1903 ad in Collier’s Weekly 
provided independent verification of this classification (Blee 1901: 104; Hapgood 1903a: 17). Suspender 
clips and overall buttons were considered male-specific clothing items in Blee’s study (Blee 1991: 164).
The one ad for suspenders did indicate male use of the product (Hapgood 1908d: 5). And while the only ad 
for overalls indicated that they were made for girls as well as for boys, with extra room to accommodate the 
skirts still worn underneath, the exclamation point trailing the announcement suggested that female overalls 
were a novelty and not in general use (Bok 1898: 29). Blee’s recognition of overalls as a male product was 
most likely correct.
By comparing objects Blee categorized as “female-specific” or “male-specific” with data elicited 
from the ads, it was also possible to recognize a number of possible misclassifications. She wrote, for 
example, that archaeologists “often note . . .  female-specific items such as perfume bottles, garter snaps, 
and corset stays in association with households that contained women” (Blee 1991: 84).
It is true that the vast majority of corset ads targeted women for their use (for several examples, 
see Bok 1893:36). Yet five ads indicated that males (particularly boys) wore “waists” just as females did. 
The word “waists” referred both to shirts and to corsets. Boys were intended product users in both 
instances (see Figure 28a; see also Bok 1903: 41).
In the same vein, there was one “female-oriented” ad for a “hose protector” or garter (Bok 1908: 
72). There was, however, also one ad for “a perfect summer garter. . .  for particular men” and an ad for a 
“hose supporter” that showed a boy attaching his thigh-high stockings to a garter (see Figure 28, b-c). 
Because men have discontinued wearing such items in the present, it is not necessarily appropriate to 
assume that they did not wear them in earlier periods.
The same is also the case for cosmetics. It was unclear from the information provided whether or 
not some of the cosmetic jars labeled as female objects by Blee could have contained contents that might
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Figure 28a (left), Figure 28b (middle), and Figure 28c (right). These historical documents indicated that males did, at times, 
use products that were categorized as “female-specific” in Blee’s report (Bok 1903: 52; Hapgood 1908b: 3; Bok 1893: 31).
also have been applied by men (Blee 1991: 147, 155,181, 236). The one that was identified by name, 
Pompeian Cream, was indeed a female-oriented item. The ad for this product pictured a woman with bare 
shoulders rubbing the cream onto her face (Hapgood 1903d: 23). As has been previously discussed, 
however, some complexion products and talcum powders did openly cater to male, as well as female, 
clients. It may therefore have been hasty on Blee’s part to categorize some of these items as “female- 
specific.”
Blee also postulated that “male-related items such as . . .  hair tonics” would be present in higher 
quantities on male-only sites than on sites where women were also present (Blee 1991: 98). While it was 
not entirely clear how she defined “hair tonics,” the ads suggested that this might have been a false 
assumption. In fact, of the eight ads that offered liquid concoctions for cleaning the hair or for spurring 
hair growth, six targeted females for product use (see Hapgood 1903d: 28). Both men and women were 
intended to use the two remaining hair-care products (see Hapgood 1903d: 24). None suggested that men 
alone should apply the product to their heads. Out of all of the devices intended to stimulate hair growth, 
only the Evan’s Vacuum Cap specifically solicited to male customers, but this could not exactly be 
considered a hair tonic (Hapgood 1903a: 23). The one hair dye advertised was also recommended for 
female use (Hapgood 1903b: 18).
A number of artifacts in Blee’s study, furthermore, might have been associated with men or 
women that were not. Blee failed to identify straight pins, a needle, a thread spool, and safety pins as 
feminine belongings, but instead categorized them as generic personal items (Blee 1991: 334-374). While 
it is not impossible for men to have owned such possessions, the ads did clearly associate sewing and craft 
goods with women, as has been mentioned.
A variety of shoe dressing, shoe blacking, and 
shoe polish bottles were also identified by Blee, but were 
not related to use on male or female shoes (Blee 1991:
348, 365,371). When the brand name of the product is 
recognizable, this is a definite possibility (see Bok 1893:
41).
Watches were alternately labeled as male-specific 
and generic personal belongings in Blee’s study (Blee 
1991: 331-369). Given the number of such items 
identified, it is curious that they were not categorized 
consistently and that no women’s watches or pocket 
watches were identified. It is clear that such items were 
made with women in mind, as well, but it may be difficult 
to tell male and female timepieces from this era apart (see 
Figure 29). The ads surveyed did not elaborate much on 
the distinctions between watches made for women and 
those made for men (Bok 1893: 41). It seems possible that such items were automatically classified as 
either male or general possessions without consideration of female ownership.
Blee made several erroneous suppositions in regard to the items that she considered as potential 
“male-specific” and “female-specific” possessions. She also neglected to identify some items as 
“masculine” or “feminine” when she might have done so. These oversights are not considered a significant 
detriment to her particular study, for several reasons.
First of all, she drew upon comparative collections of artifacts to confirm or deny her suppositions. 
As she stated, “It does not matter, at this point, whether these hypothesized assemblages are accurate 
reflections of reality, as they will be tested later with data from archaeological contexts associated with 
each of the functions” (Blee 1991: 100). She did not rely upon the items she regarded as male- and female- 
associated to make her interpretations.
Secondly, she acknowledged that particular objects placed in a male-specific or female-specific 
category could be associated with other groups: “It is recognized that while these types characterize the 
potential contributing units, each unit may well have disposed of items that serve to identify other units” 
(Blee 1991: 98-100). Thus, some “female-specific” objects could be discovered on a male-only site.
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Blee’s study focused on the relative quantity of such objects and as such did not rely heavily upon 
the presence or absence of specific goods to prove her point. She appears to have been relatively successful 
in narrowing down the potential contributors to the specific areas of the dump, fulfilling her goal admirably. 
One can imagine, however, how such misclassifications could handicap another study less reliant on large 
numbers of artifacts from such an impressive variety of sites.
Blee’s difficulty in creating an accurate classification system for “male-specific” and “female- 
specific” goods highlights the need for archaeologists to become more familiar with advertising research.
An accessible database of ads similar to this one could provide a correctional service to archaeologists, like 
Blee, whose research goals require the identification of the probable sex of an object’s owner. The results 
of such studies, especially when based on accurate information, could prove of monumental service to 
archaeologists down the line. Blee’s study will likely contribute to an ability to recognize family 
households, single-sex households, brothels and saloons, military encampments and hotels, in the absence 
of supporting documentary evidence. Archaeologists in the future may well be able to identify the 
unknown contributors to assemblages of goods such as trash dumps. They could also apply their 
knowledge of “masculine” and “feminine” objects to a wide array of other research questions, from 
consumer preferences to social and exchange networks.
Some scholars regard the identification of “masculine” and “feminine” objects as a less than 
worthy goal. Barbara Little (1994b: 190) dismissed the archaeology of gender (as opposed to feminist 
archaeology) as merely “an approach of looking for women’s artifacts.” She expressed concern that 
associating particular items and places with a specific sex would ultimately result in the labeling of certain 
artifacts and activities as female, their importance subsequently to be ignored. Damon-Moore (1994: 201) 
also recognized the dangers inherent to polarizing ideas, behaviors, and things according to a given sex, “to 
set the feminine off as the opposite of masculine, and then to privilege the masculine.”
Archaeologists of course do need to be constantly vigilant against their prejudicial interpretations. 
Yet there is a positive as well as a negative side to associating material culture with a particular sex, as this 
discussion has attempted to reveal. Scholars need to create an understanding of the past that includes both 
men and women. Attempts to establish an archaeology of gender without knowledge of the artifacts that 
were commonly associated with men and women is similar to creating a structure without solid building 
blocks, to running without knowing how to walk -  potentially disastrous.
Nevertheless, the goal of this study is not simply to create a typology with which to identify the 
presence of women or men at particular sites. While classifying objects as “masculine,” “feminine,” and so
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forth is a significant part of this study, the goal here is to go one step beyond labeling artifacts “male- 
oriented” or “female-oriented.”
For this purpose, the second function of ads gains greater prominence -  the ability to connect 
objects with beliefs. The question at hand is whether the information present in ads can help archaeologists 
understand the gender ideology of particular groups when their sex is already known. Did advertising in 
any way induce white, middle-class Americans to pattern their buying habits according to their sexes, 
following the lead of their role models in the press? How did the “ideal” compare to the “real” regarding 
gender ideology at the turn of the twentieth century?
Ideology is very fluid, and acceptance of ideology by individuals occurs across a continuum from 
total acceptance to zero acceptance and changes with time:
Gender construction varies spatially, from culture to culture; temporally, from one historical period to another, 
and longitudinally, over the course of the life cycle. Thus gender is a fundamentally unstable construct, 
constantly changing.. . .  These fluctuating identities - female and male - are by nature difficult to capture, to 
characterize. (Damon-Moore 1994: 6)
Because gender is a fluid construct, defined differently from person to person and from time to time, it is 
entirely possible that women possessed “male-associated” objects and that men owned “female-associated” 
ones.
In fact, it is this sort of possibility that the present study endeavors to uncover. Advertising 
analysis enables archaeologists to ask not only whether women and men were present, but also to ask other, 
more complicated, questions. Were the women and men who were present enacting gender roles according 
to cultural expectations, or were they rebelling against social norms? Did circumstances prevent them from 
following the social norms in which they whole-heartedly believed? Or did they display an entirely 
different set of group norms from the ones expounded upon in the press? What were their beliefs regarding 
proper gender behavior?
Archaeology may be particularly suited to answering these questions. As Blee (1991: 295) 
concluded in her study, “what we think people did, usually based on what they say they did, is not always 
what actually happened.” First-hand documentary accounts such as letters, diaries, and newspaper stories 
may be more often a reflection of how people wanted to be seen than how they actually were. Such 
evidence does not necessarily help to separate out the ideal behavior modeled by advertisers from the actual 
behavior of real people.
As Barabara Heath (1998) has shown, shop records present other difficulties for an analysis of 
gendered consumer behavior. Her investigation was based on accounts of purchases made by slaves from a 
Franklin County store dating from 1770 to 1830. She discovered that men, who were possibly more
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mobile, made more purchases. The men and women who frequented the store bought similar items and 
were likely purchasing goods for others who could not make the outing:
Based on the evidence from store accounts, it is not possible to assign specific artifacts to activities that define gender 
roles. Women bought men’s hats and shoes; men bought ribbon, knitting needles and cotton cards, items usually associated 
with women’s dress or activities. Thus an understanding of how objects are acquired may reflect their value within the 
household, but still falls short of revealing how they were used and valued by individuals. (Heath 1998: 12)
While this study focuses on the white middle class of a later date and not on a group of black, impoverished 
slaves from an earlier time period, the observations remain relevant. The marketplace was more accessible 
to white, middle-class women at the turn of the twentieth century than their earlier counterparts, and from 
all accounts they did more shopping. Nevertheless, their purchases did not necessarily represent purchases 
for themselves or even for other women. The same holds true for men. Consumers most probably bought 
goods for others, crossing gender lines in their purchases. Thus, shop records are not useful in comparing 
the objects that men and women actually owned with the possessions that ads indicated they were supposed 
to own.
For these reasons, archaeology was used to explore the difficult questions regarding male and 
female behavior in real life. The selection of sites for inclusion in this study was research-driven. In order 
to identify male-owned artifacts and female-owned artifacts through archaeology with relative accuracy, it 
was important to establish a single-gender context. It was imperative to know the sex of die occupants of a 
given site and the probable owners of the goods present. Since the ads forming the basis of the comparison 
targeted white, middle-class consumers, it was also deemed most appropriate to first compare the ad 
findings with artifacts from sites occupied by white, middle-class citizens. Unfortunately, very few sites 
devoted to male-only and female-only sites of the white middle-class during the appropriate time period 
came to light.
In fact, the only obtainable studies meeting these requirements were investigations of student 
housing on university campuses. Even these contexts were exceptionally difficult to locate. As Dale Croes 
(n.d.: 4) remarked in a report on excavations on the Washington State University campus:
Unfortunately, there have been few archaeological projects which have focused upon education-related sites. Excavations 
at Harvard University and Washington and Lee have been rumored to have occurred, but have apparently not found their 
way into print. We suspect that this is the case at many universities; archaeology classes have probably worked over their 
campuses and probably even written up the results, but the general appearance of a lack of significance keeps further work 
from being done. There have been numerous on-campus digs. . . .  but these have focused upon sites which, while located 
on campus, predate the founding of the colleges.
Luckily, two applicable site reports were located. One investigated a male boarding house and dormitory at 
the University of North Carolina at Chapel Hill (UNC-CH) and another reported, among other things, an
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excavation of a female residence hall located at Washington State University (WSU) (Samford and Davis 
n.d.; Croes n.d.).
These university reports were deemed especially useful for several reasons. It was, of course, 
particularly pleasing to be able to compare and contrast the results of a male site and a female site from the 
turn of the twentieth century. Beyond that, the university context allowed extreme control to be exerted 
over the class, age, sex, and race of the individuals investigated, simplifying the analysis. It was also 
considered singularly beneficial to examine the student populations for their gender behavior. Colleges 
have historically spawned rebellions against traditional rules and restrictions (Horowitz 1987). It was 
believed that the young might have been particularly interested in breaking away from their parents’ 
traditions. University students, newly freed from parental oversight, and women with educations, with 
unusual access to nontraditional options such as careers, might especially have shown a tendency to reject 
an older generation’s expectations. This youthful mutiny, if it occurred, might well have been expressed 
through the presence of "inappropriate” artifacts, as defined by the ads. In other words, this investigation 
explored whether or not some of the young men and women on campus actively redefined what was 
“appropriate” to their sex.
The University Inn
The University Inn was built in 1796 or 1797 on Lot 13 on the northern border of the UNC-CH 
campus along Franklin Street, near where the Moorehead Planetarium now stands. The structure at first 
served primarily as a tavern. It later functioned as a hotel and boarding house and eventually became a 
male dormitory for the university. The property exchanged hands a number of times and was known over 
the years by a number of names, including John Taylor’s Old Tavern, the Brooks Hotel, the Eagle Hotel, the 
Union Hotel, the Watson Hotel, the University Inn and University Inn Annex, and the Pickard Hotel. When 
it was destroyed by fire in 1921, it was serving as a college dormitory, maintaining the name the University 
Inn (Samford and Davis n.d.: 8, 12-22).
During the time frame of most interest to this study, the property was owned and managed by 
W.W. Pickard (1891-1907), Horace Williams and George Stevens (1907), and UNC-CH (1908-1921). With 
W.W. Pickard as the proprietor, the hotel underwent substantial renovations. A photograph taken around 
1892 shows the Polk addition, which was constructed to house President James Polk during his visit to 
Chapel Hill in 1847 (see Figure 30). The addition was located along the eastern side of the original tavern 
(Powell 1992: 66; Samford and Davis n.d.: 15-16,20). This addition was retained during the early-1890s 
renovations, but the original tavern and additions to the south were “removed and replaced” by a Victorian 
building called the University Inn, with a “more uniformly constructed rear addition” known as the
Figure 30. This photograph of the addition built onto the University Inn for a visit by President James Polk was taken 
in 1892 (Powell 1992: 66; Samford and Davis n.d.: 17).
University Inn Annex (Samford and Davis n.d.: 20). The annex was joined to the main building by way of 
a porch or breezeway. Pickard had
demolished the original tavern, leaving standing an annex extending south along what is now McCorkle Place, the Polk 
addition and the adjoining structure to the east. Rebuilt in the Victorian style and adorned with steeples and gingerbreaded 
porches along both stories, the yellow painted University Inn was more than double the size of the original hotel. (Samford 
and Davis n.d.: 20)
Construction was completed by 1893, when ads for the hotel remarked on the recent remodeling of the 
structure. Boarders at this time were charged $18 a month for food and lodging (Samford and Davis, n.d.: 
20).
Despite the costly renovations, the hotel had a reputation “of musty neglect” by the turn of the 
century. In spite of this state of affairs, “impecunious students occupied some of its shabby rooms” 
(Coolidge, quoted in Samford and Davis, n.d.: 21).
Horace Williams and George Stephens briefly owned and operated the hotel in 1907 as the Pickard 
Hotel, charging a reduced rate of $13.50 a month. They sold the holdings to the University in 1908, for use 
as dormitory space for male students. The structure continued to be recognized for its unattractiveness and 
its state of disrepair during the time in which it was operated by the university:
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Within a decade after its purchase by the University, the hotel had degenerated into a dilapidated state and had likely 
ceased for a brief period to be used for student housing. Although reportedly infested with rats and other vermin, the Inn 
was again pressed into service as a men’s dormitory around 1920, when other rooming facilities at the school reached 
capacity. (Samford and Davis n.d.: 22, 21)
The fire that razed the building on November 30, 1921 left 42 students without housing. The University 
Inn Annex had been saved, but it was considered a danger and was later destroyed as well (Samford and 
Davis n.d.: 22).
During the period from 1890 to 1910, male students primarily occupied the hotel. For a brief time 
between 1877 and 1884, the owners had catered to female students from the Chapel Hill Normal School. 
That was prior to the period of interest, however, and spatially separated in the site’s stratigraphy. Other 
than that, the property serviced the students at UNC-CH (Samford and Davis n.d.). Women had been 
admitted to the university for postgraduate study beginning in 1897. As of 1912, however, only a very few 
women had enrolled, approximately six per year (Powell 1992: 144). The students staying at the University 
Inn were therefore most likely male during the years that it functioned as a hotel. The occupants are known 
to have been male during the dormitory era (Samford and Davis n.d.: 22).
The University Inn site was excavated by the Research Laboratories of Anthropology at UNC- 
Chapel Hill. The excavators found that the soil layers and features dating to the years when the structure 
was known as the University Inn were not only intact, but were also clearly delineated from earlier and 
later time periods. The soil layer known as Level 3 could be fairly accurately dated. It consisted of a 
slowly accumulating deposit bordered on one side by the debris associated with the “renovation” of the 
hotel in the early 1890s and on the other by the destruction layer from the fire of 1921. Level 3 possessed a 
large assortment of artifacts (7,841) and varied in thickness from 6 to 15 inches (Samford and Davis n.d.: 8, 
38,75-6).
Not unexpectedly, a number of the artifacts that were found at this male-occupied site could be 
readily identified as “masculine” objects based on the advertising data (for a list of artifact counts, see 
Table 3). Seven tobacco pipe fragments, one Rockingham spittoon, one wine bottle, two ale bottles, six .32 
caliber bullet casings, four. 12 gauge shotgun shell caps, a pistol-sized gunflint, two bullet casings, two 
bone-handled pocketknives, and a drill bit or auger were all discovered in this stratification layer. Similar 
or related items were clearly associated with men or boys in various ads. The same holds true for some of 
the clothing-related articles that were present: four hose garter buckles, a sock garter fastener, and a mother- 
of-pearl sleeve link. The fragments of tin powder containers and cosmetic jars listed as toiletries were not 
out of character as male possessions, according to the ads, although further information to more closely 
identify the contents would have been useful (Samford and Davis n.d.: 75-81).
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Artifact Categories and Counts from The University Inn Period, (1892-1921)
Artifact Category Count Artifact Category Count Artifact Category Count
Ammunition, Shot 1 Indeterminate 309 Sleeve Link 1
Bale Seal 1 Ink/Mucil. Bottle 8 Spike 1
Bottle 761 Jar 1 Stemmed Glass 19
Brass Cartridge I Jar Ltd liner 1 Table Glass 161
Bride 15 Jaw Harp 1 Tack 2
Buckle 5 Mirror 14 Tobacco Pipe 7
Button 9 Mortar 3 Tumbler 159
Canning Jar 14 Nail 1703 Unidentified 22
Chain/Chain Link 2 Nut 1 Window Pane 1954
Coal 262 Other 288 Wine Bottle 193
Coin 3 Ptiarm. Bottle 64 Knife 3
Decanter 1 Pin 22 Knife, Handle 1
Fabric 5 Pipe 4 Lamp Chimney 274
Class Cont, Indet. 89 Prehistoric Artifact 3 Wire 25
Glazed Brick 3 Sheet/Strip/Frag. 1 Ceramics 958
Gun, Gunflint 1 Shotgun Shell 2 Grand Total 7841
Handle 1 Slag 407
Indet./Not Meas. 11 Slate 44
Table 3. This list of die artifacts from level 3 of the University Inn excavation was modeled after a table in Samford 
and Davis (n.dL: 75-6). No comparable record of artifact counts existed for the Stevens Hall digs.
A few of the items found in this stratum of the University Inn site were more directly identified 
with women in the ads. These included a canning jar, lamp parts, a stove leg, nine copper alloy straight 
pins, and a plated safety pin. These were each considered “feminine” in the ads investigated. Two 
porcelain doll arms were also present. According to current expectations, dolls would most likely be 
considered “girls’ toys” and would therefore seem to be an unexpected finding. Unfortunately, the ads did 
not address the potential ownership of these playthings, and the implications of their presence therefore 
cannot readily be explored here. The “inappropriate” household articles (jars, lamps, and stoves) can 
largely be explained away by the function of the establishment as a boarding house, providing furnishings 
and nourishment to the boarders. They were not necessarily “male belongings” in this instance (Samford 
and Davis n.d.: 75-81).
As for the nine straight pins and the safety pin, the authors of the report explained away their 
presence, commenting that “very few artifacts related to sewing were found from this period” (Samford and 
Davis n.d.: 81). Yet during the period of occupation by the female students of the Chapel Hill Normal 
School only one pin and a bone needle case were identified (Samford and Davis n.d.: 65-6). They were
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hardly more numerous at that time, as might have been expected. The presence of these sewing 
implements therefore appears to be significant, and will be considered more fully later.
Stevens Hall
A report describing excavations of a female dormitory was examined for comparative purposes. 
Educational opportunities for women became available in the second half of the nineteenth century. By the 
early 1900s, college degrees were growing common amongst the white members of the middle class, 
including women. Before women began to be accepted into educational institutions, students were 
frequently allowed to find their own housing off-campus, as evidenced by the male boarders at the 
University Inn. In order to reassure middle-class parents that females could be safely entrusted into campus 
keeping, however, schools began “building dormitories on campus and . . .  regulating boarding houses” 
(Horowitz 1987: 197, 201). In this way, by the late 1800s, “colleges and universities successfully 
convinced middle-class families that their daughters could remain safely feminine even when exposed to 
higher education away from the protection of home” (Horowitz 1987: 201).
Stevens Hall was constructed at Washington State University (initially known as the Washington 
Agricultural College, chartered in 1890) in the midst of this trend towards providing regulated campus 
housing for students. The dorm was built in 1895 and has served as a women’s residence hall ever since 
(see Figure 31). It has the honor of being “the oldest continually inhabited women’s residence hall west of 
the Mississippi” (Croes n.d.: 2).
Figure 31. This photograph of Stevens Hall, on the Washington State University campus, dates to the 1920s (Croes n.d.: 19).
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The building’s primary function was to house female students, but it also served other purposes for 
the young college. “When it first opened, the dorm served as a women’s dining hall, women’s gymnasium, 
music department, and home economics department. Many campus functions (e.g., teas, dinner parties) 
were held in the dorm, in part because for many years it was the most elegant building on campus, and also 
because hosting such functions did much to develop ‘social graces’ in its female inhabitants” (Croes n.d.:
12).
The report also detailed the excavation of a male dormitory, Stimson Hall, on the same campus. 
This dorm, however, originated in 1922, and, due to this late construction, was unsuitable for inclusion in 
this study. The report did make some interesting comparisons of its own between the two dorms, however, 
and where applicable, these will be noted. Frustratingly, the artifact inventory did not always clearly 
differentiate between those objects that were recovered from Stevens Hall and those that were recovered 
from Stimson Hall. Only the artifacts clearly attributable to Stevens Hall were analyzed according to their 
gender associations here. Because of this, it is possible that some relevant artifacts were overlooked and 
have not been discussed (Croes n.d.).
Nine units were excavated in the area surrounding the still-standing female residence hall. Six of 
them were .5 meters square. The other three were 1 meter by 1 meter. Depths ranged from 5 centimeters to 
70 centimeters. Unfortunately, significant levels of soil disturbance occurred in each of the units, a result of 
the widespread vegetation surrounding the dormitory during the early period of its occupation. As a result, 
“there does no t . . .  appear to be any significant relationship between depth and the not-architectural 
artifacts, once the surface materials are removed from the equation; recent artifacts were commonly found 
below older artifacts, indicating that the deposits have been mixed” (Croes n.d.: 14). The artifacts therefore 
could not be tightly dated with any accuracy, especially as the majority of the artifacts, in themselves, did 
not possess “temporal significance” (Croes n.d.: 14). This factor complicated the comparison of the two 
sites. Artifacts clearly postdating the period of this study, based upon the information given in the report, 
were not included in this analysis. It is possible, however, that some artifacts belonging to a later time 
period remain present in the objects under discussion (Croes n.d.: 14).
A variety of “feminine” objects, as defined by the ads, were found at the location of the female 
residence hall. Such objects included two straight pins, a safety pin, two celluloid hair clips, and three 
beads (Croes n.d.: 64,72-3). A shoe button hook, although not directly represented in the ads, could be 
classified as a female-oriented object via a recognition of button-up shoes as “feminine” (see, for example, 
Bok 1893: 37; Bok 1898: 31; Croes n.d.: 64,84). Additionally, the author of the report made it clear that 
the majority of clothing-related articles and hair-grooming artifacts discovered during the course of the
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excavations were attributable to the residents of Stevens Hall (as opposed to the male dormitory excavated 
at the same time) (Croes n.d.: 64,80). Such a finding could have been predicted from the advertising data, 
on the basis of the far greater numbers of such products marketed towards women and girls. No alcohol 
containers or bottle fragments were found at the women’s dormitory, although some were discovered 
during the excavation of the male residence hall at WSU. Again, this finding could have been predicted in 
light of the information in the ads (Croes n.d.: 74-7).
A few unpredictable artifacts were also present at Stevens Hall. Two items were of particular note: 
a razor blade for a safety razor and a shotgun shell labeled “U.M.C. Co. No 12 MAJESTIC” (Croes n.d.:
73,93). The presence of both products ran contrary to manufacturers’ expectations as represented by the 
ads. Ads for six razors were included in this investigation. Five of them specifically catered to men (for 
example, see Hapgood 1908a: 27). The one remaining did not identify the sex of the intended owner 
(Hapgood 1903c: 18). The same held true of the firearm ads. All of the ads for guns and ammunition that 
specified the sex of the product owner (5 out of 7) suggested that the objects most appropriately belonged 
to men (see U.M.C. ammunition ad, Hapgood 1903c: 22). The shell that was excavated at Stevens Hall 
“was manufactured in the 1890’s and early 1900’s; after 1911, the initials on the headstamp were changed 
to ‘REM-UMC’” (Croes n.d.: 74).
Because the shotgun shell was an object not commonly associated with women, the author of the 
report preferred the explanation that the shell was deposited prior to the dorm’s completion in 1895. He 
stated that it “probably predated the university occupation” (Croes n.d.: 74). No such attempts were made 
to dismiss the presence of the .22 cartridge shells excavated at Stimson Hall, the male dorm on the WSU 
campus. The report’s author wrote:
Since the area south of Stimson was for several years essentially open fields, students may have occasionally fired in that 
direction. Even today the association between guns and male living groups is still found; I remember dorm mates firing 
rifles out of dormitory windows at the University of Denver during the early 1970’s; at the University of Idaho, a male 
fraternity was caught firing a .22 rifle at a neighborhood sorority house. Both of these cases involved recreational, not 
hostile, behavior, and we assume that the shells recovered at WSU represent the same. (Croes n.d.: 74)
Could the female students at WSU at the turn of the twentieth century have engaged in such activities as 
well? Given the dates of manufacture, the object easily could have been deposited during the early years of 
the dorm’s occupation, the period of particular interest here, and that possibility deserves at least some 
consideration.
M eanings for Merchandise
What do these artifacts say about the students attending the University of North Carolina-Chapel 
Hill and Washington State University? Did their ownership suggest an acceptance of the notions of
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masculinity and femininity espoused by manufacturers and the press? Or did their presence fly in the face 
of dearly cherished beliefs about what it meant to be a man or a woman in tum-of-the-twentieth-century, 
white, middle-class society? As is often the case, the answers are not so clear-cut as the questions.
The presence of “sex-appropriate” objects suggests that perhaps the majority of students, in large 
part, accepted the roles defined for them in the advertisements -  or at least felt a need to appear to do so.
At both the University Inn and at Stevens Hall, more products fell into the “appropriate” category than into 
the “inappropriate” one.
At the male-occupied site, the “appropriate” objects consisted of alcohol and tobacco products, 
weapons and ammunition, hardware, garter accessories, a cufflink, and containers for powder and other 
cosmetics. At least some of the young men living at the University Inn embraced the notion of masculinity 
that expected them to carouse and pursue good times, flirt with danger, be athletic and able-bodied, and 
maintain an attractive appearance.
Smoking and drinking were portrayed as recreational and even medicinal activities in 
advertisements and were activities that the male students apparently explored in spite of college regulations 
restricting such activities at many universities of the day (see Hapgood 1903a: 23; Hapgood 1903c: 2; 
Horowitz 1987: 45). Apparently the frequently emphasized evils of alcohol and tobacco held no fears for 
these young men, or at least there is no evidence of their trying to rid themselves of these habits (through 
temperance beverages or No-To-Bac).
Items from the fireanns category found at the University Inn included objects designed for hunting 
and for target shooting or protection. The pocketknives might also have served a protective function or 
might simply have been a practical tool for whittling, cutting, or poking and prodding. Perhaps the students 
used them to carve their names into classroom desks for posterity. Nevertheless, the use of the objects by 
young men in potentially violent confrontations (hunting or fighting), as well as in recreation, is a 
possibility that the ads might support.
The drill bit or auger may well have belonged to the establishment rather than to an individual 
student, but nevertheless indicated the presence of a handyman, a craftsman, or a do-it-yourself type. It 
may have offered a means of making money, as hardware and crafts tools often held out this possibility in 
advertisements (see Hapgood 1903b: 3; Hapgood 1908b: 5). This possibility seems likely, as many ads 
prompted men to pursue material success. Indeed, this was one main function of an education for men.
The remaining dress and toiletry items centered upon forming a positive impression. By dressing 
neatly, smelling fresh, and presenting a clear complexion (if indeed the powder tins contained talcum 
powder and the cosmetic jars contained complexion creams, as is presumed), male students could hope to
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impress well-connected fellow students and professors and thereby ensure a benevolent future. Rowdy 
times in the present and material success in the future were significant preoccupations of men in the ads. 
Those same preoccupations were reflected in the material culture the students left behind them.
At the female-occupied Stevens Hall, the “appropriate” artifacts primarily consisted of sewing 
materials (straight pins, safety pins) and items of adornment (hair fasteners, beads). The shoe button hook 
also served a grooming function, aiding some young woman in her morning dressing ritual.
The ads suggested that attempts on the part of women to make themselves attractive were 
undertaken in order to snare men. In fact, the Ideal Comb Company named its hair fastener product the 
“Venus Barrette,” after the Roman goddess of love (Bok 1908: 40). Women in the ads exhibited strong 
needs for love, family, and social acceptance, and it is possible that the presence of these grooming 
products represented women’s attempts to gain these ideals by exhibiting a pleasing appearance. At a co-ed 
institution, opportunities did exist for women to pursue all three goals. It is difficult to argue a fixation on 
such matters, however, on the basis of only a few items.
Safety pins and straight pins in a woman’s hands were regarded as an extension of her household 
and familial duties in the ads. According to these marketing texts, a woman was responsible for obtaining 
the fabrics and sewing notions necessary for making up new garments, particularly for herself and for her 
children, and for mending and repairing old, worn-out clothing for further service. In some contexts, safety 
pins could conceivably operate as a diaper fastener, although the ads did not suggest such a function. In 
this case, with the object originating from a female dormitory on a college campus, however, it is assumed 
that the safety pins were more likely applied to clothing repairs than to babies’ nappies. Young ladies on 
their own at college most likely were not expected to perform sewing tasks out of family obligation.
Women who were skilled at sewing could ply their needle in further beautifying themselves with new 
clothing and keeping their older garments attractive and in a state of repair. Many of the young women, 
furthermore, were likely learning or advancing their sewing abilities in the home economics department 
located right in their own residence hall. Home economics was a course typical of the direction women’s 
education was taking at the time, according to the ads, training women more for a life in the home and in 
society than in a career. In either case, whether the straight pins and safety pins represented the female 
students’ attempts to gain husbands or to become proficient in the domestic sciences, their efforts would 
help to transform them from students into housewives and mothers. The ads emphasized that marriage and 
motherhood were women’s ultimate goals at the turn of the twentieth century. What little can be gleaned 
from the “female-appropriate” artifacts present at Stevens Hall does not deny this.
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A handful of “inappropriate” possessions were present, as well. Sewing implements, for example, 
were found at the male dorm. A range of explanations can be imagined for the presence of such items. One 
can certainly premise the presence of a maid, a seamstress, or a visiting mother providing services for the 
fellows, all thumbs with needle and thread. The automatic assumption that a female wielded the objects, 
however, precludes other interesting possibilities. Another explanation might include some young 
entrepreneur dreaming of making a fortune at his tailoring business, after he graduated. Perhaps one of the 
students grew up with a family member in the trade and already knew how to take up a hem, cut on the 
bias, or form a dart. The ads also suggested that rowdy young men would inevitably face confrontations or 
play rambunctious games. In such cases, they might have needed to know how to patch up their clothes so 
that they could still maintain their “proper” appearance and not get into trouble, whenever a handy female 
was not present to do the job for them. Sewing implements might also be construed as weapons. In the 
present day, a student could likely be kicked out of school for bearing such potentially threatening items in 
a school zone. Other explanations, not present in the ads and yet not at variance with them, can likely be 
construed for the objects, as well.
In the case of the razor blade and the shot gun shell discovered at the female dorm, other likely 
scenarios are imaginable. The razor blade could well indicate that men lived nearby on campus or that the 
stratigraphy was indeed mixed and the item actually originated from a later time period. There was no 
indication, in the ads, that women had begun the tradition of removing hair from their legs or underarms. 
Facial hair removal was recommended for women, when necessary, however, and the razor might have 
been simply another means of self-beautification. Any number of ads certainly focused on the need for 
women to make the most of their looks. Although women were not connected to firearms or ammunition in 
the ads surveyed, ads did also suggest that women needed to feel safe and worry about protection. It is 
possible that some women learned how to aim and shoot as a reaction to these messages about their 
insecure position in society. Athleticism was barely within the boundaries of what ads considered 
acceptable for women, but it is also possible that some women hunted or target-practiced as a sporting 
event. These possibilities are every bit as likely as the explanation preferred by the author of the report, 
that the shot was spent before the building ever existed on site.
The possibility always exists, of course, that some of the students in question simply didn’t care 
what social customs dictated. There is always the occasional individual, in every day or age, who, in Henry 
David Thoreau’s words (1854: 326), “hears a different drummer.” It seems possible that documentary 
sources might refer to such students and help to identify what their singular “oddities” included.
In fact, documentary evidence might confirm or refute any number of the above suppositions used
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to explain the presence of the “inappropriate” objects. Letters home and local papers might indicate 
whether male students “sent out” their laundry and what services were available to them for repairing 
clothes or obtaining new ones. Biographical data might be available on the alumnae at UNC-CH to present 
evidence of any members occupied in the tailoring trade. Student scuffles may have been reported in any 
number of sources, as well. Likewise, references in the literature of the day and representations of women 
in history might be found to indicate that some women, at least, were comfortable with using guns, when 
necessary, and their reasons for using them. It would also be interesting to explore the backgrounds of the 
young women who resided at Steven’s Hall during the time period investigated. This might enable a 
nomination of candidates for who was “most likely” to have “packed a pistol” (or in this case a shotgun), 
based upon their family backgrounds and lives led. Admittedly, it is difficult to imagine a gun-wielding, 
Annie Oakley type lasting long in the tea-room environment of the dorm building that also housed the 
home economics department. Nevertheless, keeping an open mind to the possibility that men or women 
sometimes used items considered socially “inappropriate” to them opens up new avenues of investigation.
In such ways, ads do allow for a more thorough reading of an assemblage and a greater consideration of the 
gender roles objects might reveal.
Few direct connections of individual ads to specific products were possible. Although heroic in 
the attempt, it is unrealistic to expect to create a truly comprehensive typology of the “masculine” or 
“feminine” goods for sale at any given time. There were simply too many products available. Many items 
could easily have slipped through the cracks of this study, because they were not advertised at all, were not 
advertised in the vehicles examined, or were not recognizable as the objects in the ads examined due to the 
passage of time.
Even though objects frequently could not be directly connected with specific ads, however, trends 
1) in the associations of particular product categories with either men or women and 2) in the values 
directed towards men and women enabled a slightly more involved interpretation to occur.
It is obvious from the range and variety of artifacts present at each excavation, that white, middle- 
class men and women had some choices regarding the gender roles that they played. They could choose to 
operate within the norms presented or, if they were willing to face the consequences, they could reject the 
norms altogether. As Goffman (1978: 3) pointed out, many
gender displays .. . appear to be optional. In the case, for example, of male courtesies, often a particular display 
need not be initiated; if initiated, it need not be accepted, but can be politely declined. Finally, when failure to 
perform occurs, irony, nudging, and joking complaint, etc., can result - sometimes more as an opportunity fora 
sally than as a means of social control. Correlated with this basis of looseness is another: for each display there 
is likely to be a set of functional equivalents wherewith something of the display’s effect can be accomplished 
by alternative niceties.
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So even members of middle-class, white society, which was frequently targeted as an audience for gender 
prescriptions in the press, had a degree of flexibility on how, and if, they chose to acknowledge “proper” 
gendered behavior. The consequences, however, for taking a non-conformist stance could be stiff. As 
Barbara Little (1994b: 197) argued, “muted groups have little choice but to express themselves through 
dominent groups’ ideology and modes of expression or risk ostracism, condemnation, or belittlement by 
embracing their own. They had little chance to be understood except through dominent modes of 
expression.”
So did members of the white, middle class tend to take the easy path and follow the established 
behavioral norms? Or were these prescriptions so commonly emphasized in the press because people were 
not following convention? Did advertising influence America’s impressionable culture? Was American 
culture, in fact, impressionable at all?
Those who lived in the dorms tended to conform to the expectations of them presented in the 
media. With only a few exceptions, the gendered artifacts that were present fell into categories one would 
have expected the young men or women to possess, on the basis of the ad survey. Whether this conformity 
was a measure of the students’ desire to “fit in,” their acceptance of rules and regulations that allowed them 
to stay at the university, or of a genuine belief in their socially-stipulated gender roles, it is difficult to say.
It does suggest, however, that social messages of what “appropriate” behavior entails, whether 
communicated primarily through family, friends, or the press, strongly influenced the white, middle class 
students in the past that were studied.
Occasional “inappropriate” artifacts were present. These artifacts may have been indications of a 
desire to defy social norms and express individuality. They may have been expressions of more 
conventional behavior carried out through unexpected means, such as a man attempting to make money and 
start a business by sewing or a woman carrying a gun out of fear for her safety. The truth of the matter is 
difficult to tell. Perhaps a follow-up of some of the possibilities discussed above would reveal the most 
likely scenario.
In any case, a comparison of artifacts with the gendered expectations of men and women 
elucidated in advertisements first of all allowed a recognition of which of the possessions present were 
considered “appropriate” or “inappropriate” to men and women. They presented a series of possible 
explanations for the presence of “inappropriate” objects that had previously been considered insignificant 
or irrelevant to the population in question. They enabled a critique of archaeological studies to occur. They 
also showed how contextual information can reveal new questions for future studies to explore.
CONCLUSION
The study of gender has not become mainstream since Conkey and Spector first highlighted the 
issue for archaeologists in 1984. Brumfiel has written that “despite the widespread recognition that age and 
sex provide universal bases for social status and the division of labor in human societies, gender (and age) 
have received very little attention from archaeologists” (Brumfiel, 1991: 554). Why has this subject not 
become generally accepted in the discipline, and what can be done about it?
There is a need in gender research for step-by-step analyses well-grounded in documents and 
material culture, in theoretical and methodological approaches. The absence of a large body of studies of 
this kind weakens the field, rendering it open to skepticism and criticism. In recognition of this problem, 
this study strove to: 1) present a grounded, emic approach; 2) state explicitly the questions asked; 3) follow 
them up with documentary evidence in the search for answers; 4) establish the ties between objects and 
ideology and not just assume them; and 5) compare documentary findings with work in the ground.
This investigation assumed that distinct material cultures for women and men existed at the turn of 
the twentieth century, resulting in objects with an identifiable overall gender association. A contextual 
analysis of an assortment of products advertised from 1890 to 1910 provided data to determine the 
accuracy of this assumption and to assist in the recognition of the gender-orientation of a variety of 
artifacts.
It was found, through this survey of advertisements, that specific objects were associated with 
each sex and that many artifacts did contain accessible ideological data regarding gender roles during this 
time frame. An inability to properly connect possessions with members of a particular sex and to recognize 
such gender role messages in artifacts could potentially prove detrimental to archaeological research, as an 
examination of Blee’s (1991) study showed.
Because products were connected with messages about gender in the ad survey, the analysis was 
able to proceed to the ideological realm. Whether or not women and men displayed the objects 
conventionally considered “appropriate” for their sex was held as a reflection of their desire and/or ability 
to follow the expectations of the social norms elucidated in the media. This allowed a gendered 
interpretation of artifacts from two archaeological sites, one male and one female, to occur.
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It was found that conventional behavior was upheld, overall, at the dormitories studied. Some 
possible exceptions to “appropriate” behavior occurred, but more research is necessary to establish whether 
the men and women present were actually defying convention or simply finding unexpected ways to 
process their socially-ingrained understandings of who they were and how they were supposed to act.
The findings forced an acknowledgement of a tendency on die part of some archaeologists to 
dismiss artifacts that do not fit the mold rather than to struggle with alternate meanings for them. It was 
discovered that those writing the reports studied tended to avoid discussions of why unexpected artifacts 
associated with the opposite sex appeared at single-sex sites. Rather, they labeled the objects insignificant 
in quantity (not true) or irrelevant to the time period (not convincing). Perhaps they lacked a body of data 
such as this one through which to process the information or the time to do so.
In any event, the ad information proved useful on a number of levels. 1) It linked objects with 
members of a particular sex. 2) It connected products for sale with specific gender-role expectations for 
men and women. 3) It allowed a gendered interpretation of artifact assemblages from single-sex sites to 
occur. 4) It also enabled an examination of how much social influence gender expectations really 
possessed over people living at the time.
At root, this study asked how much the gendered messages present in advertising impacted gender 
roles in the past. Largely the answer to that question comes down to how much one believes in the power 
of advertising, believes that advertisers might actually have persuaded customers to view objects in the way 
that ads presented them.
Perhaps it is a given that “popular culture as a whole. . .  is both pervasively gendered and 
pervasively commercial, and gender and commerce continue to inform and reinforce each other” (Damon- 
Moore 1994: 194). If that is the case, however, some central questions arise. Who directs and controls the 
commercial messages that model and shape the gender expectations of an era? Who creates the cultural 
expectations that influence commercial depictions of sanctioned social behavior? Do the people create 
their own cultural mores or does some elite group provide the decisions for all the others? Quite a number 
of theories exist in this ongoing debate.
‘Traditional economic theory” advances the argument that buyers direct industry to create certain 
products through their demands for specific goods and services to meet existing needs. Certain desires are 
already present and entrepreneurs gain their wealth by marketing products that will satisfy these desires.
The amount of consumer demand for a specific product controls the quantity produced. This is the theory 
of consumer sovereignty, in which the people are the single controlling factor in whether an advertising 
campaign will succeed or fail. Through this perspective consumers, are viewed as rational citizens who use
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advertising as a forum for information, to aid them in selecting their purchases by matching their needs 
with the goods that will satisfy them. These rational consumers will not buy goods they do not need, and 
therefore industrialists, in order to be successful, must produce only goods that are needed and wanted. In 
this vein, then, “marketers are the democrats of the market place, discovering (not creating) consumer 
needs, designing products to meet them, and using advertisements to communicate the availability and 
desirability of products” (Leiss et al 1986: 31). Through their informative function, advertisements may 
influence the purchase of one good from an array of like products, but they cannot cause individuals to 
purchase anything that they are not already inclined to buy. Consumers, in their turn, are free to choose or 
reject the products and messages advertised to suit themselves (Leiss et al. 1986).
In opposition to this view stands John Kenneth Galbraith’s “revised sequence,” which views 
industry as the driving force in determining which commercial messages are accepted and which are 
rejected. According to this standpoint, advertisements, created to promote industry, manufacture desires 
that are not innate at all. Consumers of goods are manipulated to the benefit of industrialists. The 
industrialists make their profits by creating demand for products, many of them unnecessary, not by 
satisfying preexisting needs. The “revised sequence” argues, then, that advertising, controlled by 
capitalists, is in turn the controlling force in determining what commercial messages become central to 
society. Meanwhile, “the consumer is seen as the confused and hapless victim of the advertising industry’s 
clever machinations” (Leiss et al. 1986: 31). Consumers have no place in determining what products are 
appropriate and useful to them. They blindly follow the direction of the advertisers regarding what to 
believe, how to behave, and what to purchase.
A number of variations exist between these two main camps, which see either the industrialists or 
the consumers as the driving force in shaping society’s beliefs and actions. In 1908, Thorstein Veblen, for 
example, argued in his book, The Theory o f the Leisure Class, that the upper-classes were the key factors in 
determining what would be considered appropriate belongings and behavior for everyone else. According 
to Veblen’s “theory of social emulation,” people are primarily concerned with their “relative standing” in 
society. One’s sense of satisfaction is based primarily upon how much one possesses in relation to others. 
Quantity of goods is not the only consideration, however, in gauging one’s relative standing. The 
possession of certain goods which indicate one’s “social distance” from the less affluent members of 
society is also coveted. The masses seek to improve their status by mimicking the consumption patterns of 
the upper classes, by striving to obtain those positional goods that symbolize material wealth. When all but 
the very poor have obtained those objects, however, the symbols change. The affluent find something new 
to set themselves apart, so there always exists something new to strive to attain (Liess et al. 1986: 247-50).
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Under the theory of social emulation, consumption “may . . .  be motivated either by the bandwagon effect 
or by snob appeal: some people will buy a good because everyone else buys it; some people will choose not 
to buy a good because everyone else buys it” (Loeb 1994: 159). People often choose to imitate their 
“social betters,” then, through “conspicuous consumption,” in order to maintain an enhanced sense of social 
and economic worth for themselves. This theory assumes that trends are generally initiated by the upper 
classes and followed by the rest of society in a top-down fashion. According to Veblen, the people are the 
movers and the shakers in deciding what commercial messages are appropriate to the culture, but it is a 
very select group of people indeed (Loeb 1994).
Lori Anne Loeb (1994), in contrast, has argued that during the Victorian period the middle classes 
did not imitate the elite, but chose their purchases for the purposes of democratic, hedonistic self- 
expression. Loeb wrote that, during the late nineteenth century, industrialization drastically increased the 
amount of goods produced, and the resulting economies of scale enabled merchants to sell previously 
luxury goods at widely affordable prices. The spread of department stores, self-service, and payment plans 
all had an egalitarian effect that placed goods within the reach of everyone. The entrepreneurial ideal of the 
day promoted the idea that, through hard work and dedication, individuals could advance their station in 
life. The focus gradually moved away from hard work and thrift towards a hedonistic enjoyment of the 
fruits of that self-same labor. The democratic emphasis on equal opportunity and the capitalistic emphasis 
on accessibility combined to encourage individuals to seek some material rewards in their efforts to be self- 
made men. Loeb noted that advertisers played up to the desire for luxury and leisure and made much of the 
equality between people and accessibility and affordability of goods for all during this time period. 
Advertisers “envisioned products as a bridge rather than a barrier between classes. Material satisfaction, a 
hedonistic ideal, was a ‘birthright’ for the million and the millionaire, the palace and the cottage; it 
constituted the material analogue of the democratic revolution” (Loeb 1994: 179). Like Veblen, Loeb saw 
consumption as a means of social mobility. Unlike Veblen, Loeb recognized the middle class, in league 
with advertisers and the producers of goods, as the preeminent force behind the new mass production and 
the messages expressed in ads.
The “folk art argument” proposed by Daniel Boorstin (1976) ironically enough also perceives 
advertising as a byproduct of businesses and not the people. Advertising is seen here as a popular art form, 
accepted en masse by the public, but imposed from above. Folk culture is “a name for the culture which 
ordinary people everywhere lean on. It is not the writings of Dante and Chaucer and Shakespeare and 
Milton, the teachings of Machiavelli and Descartes, Locke or Marx. It is, rather, the pattern of slogans, 
local traditions, tales, songs, dancers, and ditties. And of course, holiday observances” (Boorstin 1976: 75).
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By this definition, advertising qualifies as a form of folk culture in the following ways: its tendency 
towards repetition, a plain style, hyperbole and tall talk, folk verse and folk music, by spreading easily and 
becoming a part of oral traditions, and through the likelihood of its brand-names and slogans becoming 
cliche. Unlike traditional forms of folk culture, however, advertising is not used as a means of creating 
continuity with the messages and belongings of generations past. Rather, as a henchman to industry, it 
creates ephemeral products and messages that rapidly become out-dated. Businesses ensure the creation of 
new goods to eclipse the old, in order to nurture a constant flow of sales. Advertisements therefore have a 
continuous array of new goods to promote and new ideas to sell them. This is not entirely to the benefit of 
members of an industrial society: “We are perhaps the first people in history to have a centrally organized 
mass-produced folk culture.. . .  And insofar as folk culture becomes advertising, and advertising becomes 
centralized, it becomes a way of depriving people of opportunities for individual and small community 
expression” (Boorstin 1976: 76). Inasmuch as businesses create the messages that promote their products 
and people embrace the commercial slogans and ditties that promote the goods, advertising can indeed be 
perceived as a top-down affair, one that possibly denies citizens of their own sense of self-expression.
Erving Goffman (1978) has provided an alternative to the top-down view of advertising as an 
imposed folk art form, while still describing advertising as a popular culture medium. Goffman has 
contended that while advertisements are indeed a creation of businesses and agencies, the contents of an ad 
mirror situations that already exist within society as a whole.
By and large, advertisers do not create the ritualized expressions they employ; they seem to draw upon the same 
corpus of displays, the same ritual idiom, that is the resource of all of us who participate in social situations, and 
to the same end: the rendering of glimpsed action readable. If anything, advertisers conventionalize our 
conventions, stylize what is already a stylization, make frivolous use of what is already something considerably 
cut off from contextual controls. Their hype is hyper-ritualization. (Goffman 1978:84)
In other words, art imitates life. This is not to suggest that advertisements are necessarily true to life. They 
merely provide an interpretation of life: “Advertisements depict for us not necessarily how we actually 
behave as men and women but how we think men and women behave. This serves the social purpose of 
convincing us that this is how men and women are, or want to be, or should be, not only in relation to 
themselves, but in relation to one another” (Gomick 1978: vii). Because ads are inspired by life, it is the 
masses of people who model appropriate behavior in their culture everyday who can be credited for the 
content of ads. This is a circular event, however, because “men and women take their cues about ‘gender 
behavior* from the image of that behavior that advertising throws back at them, and they contrive to 
become the ‘people’ in those ads” (Gomick 1978: viii). People follow the example of ads, and ads follow 
the example of the people.
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Stuart Ewen (1976) regarded early industrialists as promoting material acquisition for their own 
benefits while making it appear to be in the interests of the working class. Industrial beginnings took place 
within the context of widespread social unrest. The conversion from an economy of skilled artisanal labor 
to unskilled and interchangeable labor was a difficult one. Workers protested the highly structured nature 
of their new work environments, the loss of positions requiring specific talent, the loss of their previous 
economic self-sufficiency, the low pay, and the long hours. Industrialists, for their part, were frustrated 
with the labor struggles and unsatisfied with the level of demand for their goods, which ultimately limited 
how much they could produce and profit. Farsighted capitalists realized that social change was necessary 
for their earnings to increase: “the mechanism of mass production could not function unless the markets 
became more dynamic, growing horizontally (nationally), vertically (into social classes not previously 
among the consumers) and ideologically” (Ewen 1976: 24-25). According to Ewen, businessmen resolved 
both their concern for expanding their businesses and their frustrations with labor in one fell swoop. They 
accomplished this by coopting labor protests and rephrasing them into concerns that were compatible with 
business interests. Instead of addressing actual labor concerns in any substantive way, industrialists shifted 
the focus of the argument. Industry
tended to define protest and proletarian unrest in terms of the desire to consume, making these profitable as well. By the 
demand of workers for the right to be better consumers, the aspirations of labor would be profitably coordinated with the 
aspirations of capital. Such convictions implicitly attempted to divest protest of its anticapitalist content. (Ewen 1976: 27- 
8)
Higher wages became the central focus of discussions. Yet while this seemingly promoted the interest of 
workers over that of industrialists, Ewen saw the creation of a moneyed working class (or a larger middle 
class) as one which would benefit capitalists. Along with higher wages came the possibility of increased 
spending, and eventually (come the 1920s) a mass consumer market Advertising was used by businesses 
as a means to create insecurities and promote new desires and needs in order to urge workers to “locate 
[their] needs and frustrations in terms of the consumption of goods rather than die quality and content of 
[their] life (work)” (Ewen 1976: 43). Advertisements, then, in Ewen’s view, were a primary method 
adopted by businesses to manipulate the unwitting public into pursuing a materialistic lifestyle. Any 
number of prescriptions and pleas were directed to readers in order to motivate them to focus their 
attentions on the activity of consumption. “Only in the instance of an individual ad was consumption a 
question of what to buy. In the broader context of a burgeoning commercial culture, the foremost political 
imperative was what to dream” (Ewen 1976: 109). And the question of what to dream, according to Ewen, 
was firmly in the hands of the industrialists.
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Lou Ann Wurst and Randall McGuire (1998), like Ewen, described the concept of free consumer 
choice to be a product of capitalism, and a falsehood. They pointed out that choices are culturally created 
and determinant upon one’s social and material position, as well: “We argue that all individuals are not 
equal and that all choices are not similar. Since individuals are social beings, social position both restricts 
choices and makes choices possible. Consumer choice is therefore embedded in social process rather than 
simply a cause of social processes” (Wurst and McGuire 1998: 2). Individuals possess only the choices 
presented to them by their cultures.
Choices are socially and culturally channelled: symbolic choice does not equal autonomous choice.. . .  Choices are 
symbolic because they are socially created and define an individual in a field of social identities. Social identity shapes an 
individual’s likes and dislikes. Individuals can and do manipulate their identity through role violations, but they do so in a 
field defined by social identities. (Wurst and McGuire 1998: 4)
Wurst and McGuire contended, furthermore, that freedom of choice is only available to those with ample 
resources and is often dependent upon one’s sex and legal position, as well. “Thus the issue is not what 
people buy, but the social relations that enable and constrain what they buy” (Wurst and McGuire 1998: 7). 
To accept the illusion of equality and consumer choice is to ignore oppression and to bolster the position of 
the powerful.
Wurst and McGuire’s analysis of consumer choice models especially creates a quandary. While 
these models may, indeed, obscure inequalities that should be revealed, many people at the turn of the 
century proclaimed their acceptance of consumerism as a choice and as a means of gaining power (Damon- 
Moore 1994). Some acknowledgement of the idea of consumer choice therefore becomes necessary along 
with an acknowledgment of the problems of the proposed models.
Other theorists have focused on the fact that conveyors of commercial messages - like magazines 
and newspapers - are negotiated products, with some input by all of the involved parties. The producers of 
goods, advertisers, magazine editors, and readers all have a role in the dialectic over the appropriateness of 
the commercial messages published. The producers and advertisers may create advertising campaigns, but 
they rely upon editors to accept their messages for publication and upon readers to purchase the products 
they read about. Editors control the messages which are relayed to the public, but the public can choose to 
disregard messages that cause offense, refuse to purchase the recommended goods, and cease to read the 
publications altogether, if the commercial messages are not to their liking. Producers, for their part, can 
select which publications they want to underwrite with their advertising dollars. And although readers have 
little say in what messages are initially printed, they can write to the publishers and producers, and 
sometimes their responses are published. The degree to which reader protests are considered in future 
issues depends upon editorial policies, but ignoring audience opinion is initiated at the peril of the
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publication, and can result in significant declines in circulation. In this manner, media creation can be 
viewed as a very negotiated process, in which readers, publishers, advertisers and industrialists alike are 
involved. Each is seen to possess a degree of agency in their acceptance and rejection of particular 
commercial messages (Damon-Moore 1994).
Which argument is most convincing? Do people, or at least certain sectors of them, have some 
power to engineer the acceptance of certain commercial messages - particularly those messages relating to 
specific gender norms? Or do producers, advertisers and magazine editors simply blindside people with an 
irresistible image of proper behavior in society?
The key debate centers around who dictates consumption and production and whether ideology is 
imposed or actively negotiated. Do ads reflect the interests of the masses for economic purposes (to draw 
readers to publications so that the readers can be sold to advertisers and products can be sold to readers)? 
Does the power of supply and demand, in the hands of the masses, actively shape the rhetoric of 
advertisements? Or do the businessmen and intelligentsia solely shape the symbols embodied in 
advertising? Who really controls the art form? Where do the ideals originate and who believes in them? 
Who rejects them? This goes directly to the heart of the matter.
Certainly if one believes that advertisers are, and were in the past, master manipulators with some 
influence over their audience, ads can be seen to have a substantial amount of information to pass on to 
historical researchers. It is obvious that ads do often associate specific objects with members of a specific 
sex. They also link objects with a number of perceptions about people and the world. They reveal a great 
deal about gender ideology, social obligations, the importance of material possessions, and so on. From the 
ways in which ads address the consumers themselves (as “women,” as “CRIPPLES, Ladies, and girls,” as 
“weak men,” or as knowledgeable individuals with good sense) to the frequency with which particular 
value appeals are made, objects are linked repeatedly with ideologies in ads.
Because objects and ideologies are connected, the presence of specific objects at a site can be 
construed to reflect the relative importance of said belief systems to the owner -  or to those playing roles in 
obtaining the products for the owner. This is only the case, however, if consumers by and large accepted (at 
least on a subliminal level, if not on a conscious one) the concepts broadcast by ad copy. If the value codes 
present in ads were largely shaped by preexisting cultural standards, this is automatically true. But if ads 
attempted to impose values, it was not necessarily so.
To what extent can advertisements be taken at face value? Perhaps ads can be taken as emic 
expressions on the part of the producers. But can they be taken to reflect the views of the readership -  and 
indeed, those who may not have ever seen the advertisements?
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Whether or not one accepts advertisers as originators of the connection between gendered 
messages and belongings is influenced in part by whether or not one believes that the values associated 
with objects in ads are connected with goods through a top-down affair or a bottom-up one. Is ideology 
viewed as a dialectical process or as a system of false consciousness, imposed by others? Were the gender 
values already circulating publicly when ads supported and reinforced them, lending them yet more 
strength to the public? Or did the process proceed in a more linear fashion, with more influence from either 
the producers or the consumers?
From the artifacts and assemblages studied it appears that, in the period from 1890 to 1910, the 
messages regarding appropriate possessions and behaviors on the part of men and women were fairly 
accepted and ingrained. At the very least, a show of acceptance of such social mores was considered 
necessary. But were the ads a factor in such acceptance? Did they create the acceptance, if not in the 
students, then in the friends and family members who influenced them? Or did the ads merely reflect the 
general cultural values already present at the time?
Whether or not the sense of what socially appropriate belongings and behaviors consisted of 
originated from the people or the press, the results remained the same. A large degree of conformity existed 
between the expectations promoted and the objects owned in these groups of white, middle class young 
men and women.
Would this prove true, as well, for other groups of citizens, not targeted for prescriptive messages 
in the press? Perhaps once objects are linked symbolically with ideas (as through ads) these connections 
are transferable throughout a community, without a need for everyone to read an ad. But this may not be 
the case, and further examination of how other groups saw and used gendered objects would be useful to 
clarify this question and perhaps to determine the level of agency the ads and the individuals possessed.
A need exists for comparative studies of a greater range of male-only and female-only sites. The 
focus here on university students narrowed the range of analysis substantially even among people of the 
same age. This study therefore lacks some breadth of analysis. The narrow perspective acquired by 
examining only a segment of the community limits the usefulness of the research design. Future research 
needs to expand on the interpretations, based here on the white, middle class, so that more sweeping 
judgements become possible about the role of advertising in influencing perceptions of gender. The 
likelihood that these magazines were not read by the total population is great. If members of, say, the 
working class or of different ethnic groups also possessed belongings indicating conformity with the social 
norms of ads targeting only white, middle-class readers, it might suggest that everyday people proved more 
influential over gender ideology than advertisers and industry.
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What about other groups? It might prove interesting to compare these results with sites separated 
by class, ethnicity, age, religion, and, of course, sex. As Elizabeth Scott (1994: 11) has discussed, 
archaeologists must acknowledge that gender, race, and class are cultural concepts, and therefore cannot be 
considered in universal terms. There is no reason to assume that the experiences of people of different 
ethnic groups, class groups, age groups, and religious affiliations of the United States were the same, 
especially not before the emergence of a mass consumer culture in the 1920s. Were these others also 
expected to follow and accept the prescriptions targeted at the white, middle-class audience? Did they, in 
fact, pay attention to these expectations, willingly or otherwise?
At root, it is all a question of how advertising actually functioned in society in the past Beyond 
their economic purpose (to give notice that an opportunity to exchange goods or services for money was 
possible), did ads play a role in encouraging conformity and reinforcing social cohesion? The preliminary 
results would suggest that yes, between 1890 and 1910 a connection existed between the gender role 
expectations promoted in advertising and actual gender behavior. Correlation does not equal causation, 
however, and the real trend setters shaping ads and attitudes remain to be identified.
As Blee (1991: 297) has written, “it is critical to remember that it is the people, not the things, that 
interests us as anthropologists and social historians.” It is the drive to recognize men and women in the 
past and to understand who they were, what they believed, why they believed it, and how those beliefs 
affected their behavior, that motivates studies such as this one. Perhaps this study has not wholly 
accomplished such an encompassing agenda. There is satisfaction enough in contributing a thread to the 
grand design.
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